








"Enterprite” Meat and Food 


Chenmers, Sausage Stuffer— Lard—- Fruit 
Presses, and other Lator- Saving Deuices. 





BOSS......: BEST x. 


KEROSENE 
RANGES| 


x Rrilliant Reauty 
x GYreamlined Style 
* Exclusive Features 


x 2 ooking E conomy 





* A Complete Kerosene Fueled Line of 
BOSS EASY-TO-SEE..EASY-TO-SELL RANGES ¢ ove e HEATERS 
FEATURES MEAN EASIER SELLING a ae 
—MORE SALES— BETTER PROFITS 


Boss Kerosene°Ranges, Stoves and Heaters contain new 







exclusive convenience features which ‘‘sell on sight’'— 
Take the Boss Road to Greater Volume—Greater Profits. 





4 Burner Rangette 

with ‘Glass in Oven Console Range with 

Door” “Glass in Oven 
Door"’ 





5 Burner Leg Type 3 Burner Cabinet 
Console Range Stove with Recessed 


Shelf Mantel 
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1 Burner Room 2BurnerRoom 3 Burner 2 Way 
Heater Heater Room Heater 


BOSS - RANGES + STOVES « OVENS * HEATERS 














“Here’s your sales self-starter 
—Yale’s F-46 Merchandiser. 
It’s free—you pay only for 
the locks! It’s eye-catching, 
in blue, silver and orange. 
Display it and it will start 
sales moving your way!” 








“‘Here’s an extra sales builder! 
These 4 locks can be master- 
keyed for your customers’ con- 
venience. It’s a sales point 
that often will increase the 
sale. Just write MK on your 
order for numbers R-295C, 
WA-102, 9402, and 9660.” 








“And here’s your automatic 
sales clincher, the name Y ALE! 
It’s the best known, most 
trusted name in locks. Ask 
your jobber for the new F-46 
and put the Yale Moving 
Men to work, moving locks 
for you!” 





me Y we THE NAME YALE HELPS MAKE THE SALE 








MANUFACTURING CO. 


“ THE VALE & TOWN STAMFORD, CONN., U. S. A. 
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IT PAYS 
TO REMIND THEM 


COLLAR 


One proved method 
of increasing the average 
amount of your customer's 
purchases is to suggest first 
an item he is most likely to 
need. For farmers—8 out of 
10 times—a Ta-pat-co collar 






DISPLAY a 









Give this attractive display good. per UUM pad is likely to be that item, 
manent spot where it will be seen by 

farmers one come into your store—8 out Cou: AR ARPAos, because 8 out of 10 of Amer- 
of 10 farmers work horses and mules— . ’ = =11" 0 
and need collar pads! If your jobber’s icas six million (6,000,00 ) 
salesman does not bring you one of Y ‘Tapar pes Th. 

these new displays, write us for it direct. farmers use horses and 


ay mules! 
"LEAD WITH THE LEADER" The American Pad & Textile Co. 


GREENFIELD, OHIO 
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Something entirely new to talk about in hinges! The 
exclusive Stanley Non-Rising Pin clicks with builders 
because it’s so easy to seat. No hard-to-find wing slots; 
no twisting, turning; no pliers. Just push pin down - 
it snaps in and stays in, but is easily removed. 


Inside Story on New-Type Pin 


Pin is grooved just below the head. Into this groove a 
spring steel split ring is fitted. When the pin is pushed 
down, the split ring svaps into a pocket in top knuckle. 
Exerts just enough pressure against the inside of the 
knuckle above the pocket to prevent rising under action 
of the door. The Stanley Works, New Britain, Conn. 


[STANLEY] 


TRADE MARK 


HARDWARE FOR CAREFREE DOORS 
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New-type non-Rising Pin 
in STANLEY BUTTS 


JUST PUSH )j) 


n 
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red pin SNAPS /, 
T INTO PLACE beef 


/ / | 
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“I'd Rather Sell 
54 Butts Than 36!” 
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Urge builders to use Three Butts to a Door. It’s more 
profitable for you. 50% more sales! And it’s better con- 
struction, too! That center butt keeps doors in line. 
Latch and lock click perfectly. One call-back to repair a 
warped door will cost more than three butts for every 
door in the house. Order Stanley Butts with new-type 
non-rising pin from your jobber. 








Where trustworthy tools are vital 








> 


Not all defense plants make tanks and guns, but in 
practically all of them, you'll find Crescent Tools in 
the hands of the mechanics and craftsmen who are 
building the fighting tools for our Army and Navy. 
In War, as in Peace, trustworthy tools are vital to 
insure quality workmanship and to maintain sched- 
ules. Good tools, like those which have carried the 
name CRESCENT for 35 years, pay dividends in time 
and work — that's why they are so widely preferred 
by both management and mechanic. 


Crescent Tools include adjustable wrenches, pliers 
of all types, hacksaws, snips, screwdrivers, etc., etc. 
They are sold under the “Crescent” and “Crestoloy” 
trade names by hardware dealers and industrial dis- 
tributors everywhere. 


CRESCENT TOOL COMPANY, JAMESTOWN, N. Y. 


CRESCENT TOOLS 3 
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F this man is like the average 

customer, he'll probably not give 
screen cloth another thought until he 
sees it displayed in his dealer’s store. 
That’s why it is so important to dis- 
play screen cloth during the winter 
months after screens have been taken 


down 





and especially just before 


spring comes around. 


Customers rarely know much 








about screen cloth — but there are 
two things they look for. They like 
to see good-looking cloth—and they 
prefer a well-known brand. Cyclone 
“Red Tag” Screen Cloth has the extra 
quality look that tells customers you 
are showing them good screen cloth. 
The mesh is even — the finish is 
smooth — the selvage is strong and 


straight. And the name “U-S-S 


“OH! OH! NOW I'LL HAVE 
TO FIX THOSE SCREENS” 











Cyclone” on the “Red Tag” helps 
sales, too. For Cyclone products are 
well-known for durability and the 
U-S-S trade-mark is widely adver- 
tised as the mark of good steel. 


CYCLONE FENCE DIVISION 


(AMERICAN STEEL & WIRE COMPANY) 
Waukegan, Illinois 
Branches in Principal Cities 
United States Steel Export Company, New York 


WHEN YOU SELL THESE PRODUCTS POINT TO THE FAMOUS RED TAG ~”% 


Cyclone “‘Red Tag”” Lawn 
Fence 





CYCTon} 
Redjag\= 

















Cyclone “‘Red Tag” Screen Cyclone “Red Tag” Hardware Cyclone “Red Tag”’ Catch-All 
Cloth Cloth Basket 
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There’s a big difference 


—naturally, your trade will want the 
best hardware value! 















_— one of these hardware accessories for 

serving doors has been designed and con- | 
structed to meet the popular demand. 
| 
| 


Today streamlined, simple, positive-action mech- 
anisms as employed in these products illustrated =| 
are adding years of trouble-free service life to 
builders’ hardware. 


National 








A more mechanically minded buying public is 
not content with products which have not under- | 
gone rejuvenation in style and design to meet | 
modern trends. The extensive National line is 

modern throughout. 


We join with our dealers everywhere in the 
pride and satisfaction of offering to the trade 
National Builders’ Hardware, knowing full well 
how efficiently it performs in service. 


STERLING 


NATIONAL MANUFACTURING CO. itiinois 





No. 834 Barrel Bolt 


No. 40 Padlock Eye 


oa 


No. 711 Friction Catch No. 20 Adjustable Floor Guide 


No. 835 No. 835'% No. 836 
Self-Locking Cane Bolt Cane Bolt Cane Bolt 
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NORTON ABRASIVES 
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NORTON ABRASIVES — 


GRINDING WHEELS 








HAND AND POWER GRINDERS 





Vitrified Bond Fit all Arbor Sises 
Electric Furnace Abrasive Uniform 


KNIFE SHARPENER 




















SURE WINNERS 


These colorful, attention-getting merchandise displays for table, counter or 
window, will set your stock of Norton Abrasives sharpening stones and 


grinding wheels well out in front—right at the point of sale. 


GB Wheel Assortment—Sturdy, wooden display in Orange, Black and 





White. 12 of the most popular size and grit General Purpose Grinding 
Wheels—Norton-built. Adapting bushings supplied. 


No. 598 Benchstone Assortment—12-6” Benchstones with an attractive 





Red, Black and Gold display. A stone for every purpose and pocketbook. 


No. 273 Crystolon Knife Sharpener Display—Color display panel in 2 





shades of Green and White. 1 dozen sharpeners. 6 colors of handles. 3 dif- 


ferent shaped stones. A knife sharpener for every kitchen. 


75% of a sale is made when a customer sees one of these displays right 
out where he can get his hands on a stone or wheel. All you have to do is 
step in with a few sales ideas and the customer says, “I'll take it.” It’s really 


easy when the stones are within reach. 


Order These Displayed Assortments from Your Jobber 


BEHR-MANNING - TROY, N. Y. 


(DIVISION OF NORTON COMPANY) 


ALSO QUALITY SANDPAPERS SINCE 1872 





NOVEMBER 13, 1941 














with the complete line of... 


Bethlehem Galvanized Steel Roofing 


You take on a hard-hitting, hard-working sales force 
when you put the complete line of Bethlehem roofing to 
work for you. Stormproof, Weatherproof, V-Crimp, 
Corrugated, Roll Roofing—with this line-up you're 
sure to have something every customer will like. Price, 
appearance, adaptability to particular needs—each of 
these styles will meet individual preferences. 

What’s more, each style is available in different types, 


gages and sizes. Corrugated Sheets are made with 1'/, 
or 2!/,-inch corrugations in both roofing and siding 
types. V-Crimp is available with two, three or five vees. 
And all Bethlehem Roofing can be furnished in ordinary 
galvanized steel or in rust-resisting Beth-Cu-Loy, the 
copper-bearing steel with double life. Give your cus- 
tomers a selection of values like these—and you'll sell 


every roofing prospect. 


BETHLEHEM STEEL COMPANY 


HARDWARE AGE 




















GOODYEAR SUPERTWIST CORD GOLF COURSE AND 


- 65S 6S , ESTATE HOSE is the highest quality-hose, combining 

superior strength of reenforcement with heavy ap of 

GOoOonD Py EAR ¢ ‘ high-quality rubber stock. It is especially adapted for service 

eeeadicailadiianien ’ . on large estates, golf courses, public parks, etc. Furnished 

aupar taal ALE ‘ in bales of approximately 450’ on 34” and 425’ on 1” size 

: of hose without couplings; or in 50- or 100-foot sections 
complete with couplings in sizes 34”, and 1”. 


elapse 


GOODYEAR SUPERTWIST CORD GARDEN HOSE is a 
moderately priced hose. Its light weight, combined with 


- FEF NN Sy the extra acmeanes gontioe a o ny ae seg gre and 
SP LE 6 its high-quality rubber stocks, makes it best for the average 

GOOD s/WEAR +, x home. Recommended for all classes of lawn sprinkling and 
dahon Se Aus See garden hose service. Easily handled by women and children. 


Furnished in bales of approximately 500’ of hose without 
couplings; or in 25- or 50-foot sections complete with 


couplings, size °,”. 


GOODYEAR WINGFOOT CORD GARDEN HOSE is 
light, manageable, yet rugged and long-wearing. It is recom- 
mended for all classes of lawn sprinkling service. Furnished 
in bales of approximately 500’ on 54” size; 475’ on 34” size 
without couplings; or in 25- or 50-foot sections complete 
with coupiings, sizes °,” and 34”. 


POAC GOODYEAR PATHFINDER CORD GARDEN HOSE is 
ears the de luxe hose in fe toe-geias field. i. is sqenenmantes 

: — for all types of garden hose service where shock blows, 
>>> >>> > SS twisting or towrope action are present to the average degree. 
< OK Furnished in bales of approximately 500’ of hose without 


couplings; or in 25- or 50-foot sections complete with 
couplings, size 5”. 


GOODYEAR OAK CORD GARDEN HOSE is the standard 
cotton-reenforced hose in the low-price field. It is a hose 
suitable for all types of garden hose service where shock 
blows, twisting or towrope action are present to a minimum 
degree. Furnished in bales of approximately 500’ of hose 
without couplings; or in 25- or 50-foot sections complete 
with couplings, size 54”. 


GOOD, YEAR leone foe | 


Supertwist, Wingfoot, Pathfinder—T.M.’s The Goodyear Tire & Rubber Company 
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NEW 18 MONTH-DATING 


sEoRnE WIN CHESTER 


TRADE MARK 


FLASHLIGHT BATTERIES 


Nationally Advertised 
To Millions 


With interest-fixing news- 
cartoon headings like that 
shown at left*, big '/2-page 
2-color ads are telling the 
big news in such great mag- 
azines as: 


















LIFE 
COUNTRY GENTLEMAN 
FIELD & STREAM 
PROGRESSIVE FARMER 


Circulation nearly 61/2 mil- 
lions per issue—read by 
more than double that num- 
ber representing the kind of 
trade you like best. 


*No. 2—see entire ad 
in LIFE for October 
27th. And more coming. 
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B IG news — blazoned in crowd-stopping and guarantee. Remember, a full 6 months 














advertisements read everywhere — is of added freshness expectancy on top of the 
booming the sale of Winchester Flashlight former 12 months! 
Batteries. Cash-in NOW on this new flood Order a carton or two of Winchester No. 
tide of Winchester Battery demand. All Win- 1511 Batteries from your Jobber’s salesman 
chester No. 1511 standard size “D” batteries TODAY. They come 48 in a carton. 
now have the new Winchester Power-Saver Secon ...............0000 
Inner-Seal. They are guaranteed fresh 50% teen cnet... ae 
longer. This added seal keeps-in vital battery YOUR PROFIT 35% 
moisture much longer ... puts a masterful 
brake on loss of power from drying out... Buy them, too, in Winchester’s fast-sell- 


makes possible the new 18-month dating ing flashlight and battery deals. 
WINCHESTER REPEATING ARMS COMPANY 


Division of Western Cartridge Company 
NEW HAVEN, CONN., U. S.A. 
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THERE IS NO SUBSTITUTE 


rorWATER 





































ight Now wittninad 


FFORT IS BENT 


TOWARD NATIONAL DEFENSE, MYERS IS HELPING TO MEET THE CALL - 
FOR INCREASED FARM PRODUCTION BY CONTINUING TO FURNISH om 
RELIABLE PUMPING EQUIPMENT FOR SPRINKLING AND IRRIGATION es 
AND FOR BARN AND FEED LOTS. fare 





valu 
(ter dura 
| in convenient and abundant supply shee 


is essential and all-important on the = 
farm if increased food demands are to of m 
| be readily met. Myers Water Systems 
help to make this possible. With recent blue 
priority rulings giving preference to F 
: Farm Operating Equipment Myers that 
dealers should make every effort to (ee 
' support the National Defense Program you 
i by providing improved equipment for _# 
the farm. ” 


THE F. E. MYERS & BRO. CO. of ASHLAND, OHIO 
Manufacture the Following Farm Operating Eqguipment.--sPRAYERS 


WATER SYSTEMS=PUMPS=-DOOR HANGERS-HAY UNLOADING TOOLS 
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N the next few years, farmers will have more 
money to spend for better equipment. Whether 
they will spend it right away, or whether they will 


» postpone their purchases temporarily, one thing is 
) certain — now is the time to offer service to farmers 


that will bring them to your store. 
Here is an example of how you can do it. Most 


| farmers need better machine sheds for their many 


valuable tools and machines. They can quickly erect 
durable buildings by using steel roofing and siding 
sheets. But farmers need information on how to erect 


_ such buildings. That’s why our Agricultural Exten- 


sion Service has prepared complete plans for erection 
of many types of steel-covered farm buildings. These 
plans are free — for you to use in your store and to 
distribute to your farm trade. They are complete, in 
blueprint form. They tell what materials are needed. 
Farmers will come to you for materials if you see 
that they get this valuable help. Look what it can 
mean to you. 20 squares in a single sale—plus gutters, 
downspouts, nails and other accessories! Write for 
your copies of these plans. 
_ Here’s something worth remembering. Steel roof- 
ing and siding is a lot easier to sell if it is a well- 





CARNEGIE-ILLINOIS 
AMERICAN STEEL & WIRE 
COLUMBIA 





STEEL CORPORATION, 
COMPANY, 
COMPANY, 


United States Steel Export Company, New York 


STEEL 





— use these plans to boost future business! 


advertised brand that has a reputation for long life. 
That’s why dealers everywhere stick to U-S-S Roof- 
ing and Siding year after year. U-S-S Sheets come 
in a full line — flat, corrugated and V-crimped. Com- 
plete accessories to match. And be sure to carry 
U-S-S StormSeal. This specially designed roofing 
sheet has a double drain that puts an end to leaks 
at side laps. It’s a big favorite with farmers. 


ricult 
Carnes! 


Pittsburgh and Chicago 
Cleveland, Chicago and New York 
San Francisco 
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GUM TURPENTINE 


LOCKS 


THE PAINT TO THE SuRtacE 
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’ Genes Painting Contractors use 
own StPentine when painting their 
} ig et pn 
Pore and fora milce ca 
oie substitute thinners whic 
Sa ne Com Tape 
= 5 Mein Fr sna 
Master Par sand. Substi pe one ~ AMERICAN « Paint ~ 
Colonial 38% ne ig the Seanders teove Porne complcly sed ASSOCIATION conf ARERS 
| wea your rage —- eleet of wi" 283 Stricktong poh ny l 
eceny GUM TTT acion of pein ON 
oe cearanice boa i the appt pa post oct.18th Issue sr: - coc 
, THE saTURDAY EVEN Nov. 3 rd Issue Tal 
ral 
anh 
Ke ESE POWERFUL advertisements appearing in The Saturday ret 
Evening Post and Life magazines, reaching a total of 33,000,000 
! readers, mean bigger and better paint sales for you. This national we 
advertising not only creates a demand among your customers for Remind your customers that yo 
; Canned Gum Turpentine bearing the AT- FA Seal of Approval, additions! Gum Turpentine 
but helps you sell a bigger volume of quality paint materials. . FL 
j 4 . quickly and safely reduces Of 
i Stock Canned Gum Turpentine for more profit, quicker turn-over 
> int i 45 
and greater convenience to yourself and customers. If your reg- point in std weather. . 


ular source is unable to supply you with AT-FA Approved 
Canned Gum Turpentine, write us today. 


AMERICAN TURPENTINE FARMERS ASSOCIATION COOPERATIVE 


285 Strickland Building, Valdosta, Georgia 
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» You can’t always give every customer exactly the range she wants 
' these days. Defense comes first! 
But remember this, for it’s going to be a big help to you: 
1) You know that what a woman wants most in her new 
range, regardless of fuel, is easier, surer cooking — cook- 
ing that’s less work and more fun. 


2) You know that Florence gives you a line of ranges for 
every modern fuel: gas, oil, electric, bottled gas. 


: 3) And you know that Florence offers cooking at its best in 
every range, no matter what,the fuel. You can demon- 
strate this right on your sales floor with Florence ‘‘focused 
heat”? burners, big insulated ovens and other features. 






So—sell your customer first on the basis of better Florence * * * * 
cooking . . . easier, surer, pleasanter cooking. . .in the best looking P on ¢ 
range she’s ever owned. Then you can switch her from one type of Florence serves : 
range to another, knowing that everything you’ve said about + National Defense 
“better cooking, better looking’”’ applies to every Florence Range, 


regardless of fuel. At both Gardner and 
We can’t promise you that this will work every time. But it will %& Kankakee, Florence * 
work a great many times, and will make a great many sales for workers are busy filling import- 
you that might otherwise be lost! ant War Department contracts. 
This is in addition to supplying * 
FLORENCE STOVE CO. General Offices and Plant: Gardner, Mass.; Western Florence Heaters and Ranges for 
Offices and Plant: Kankakee, IIl.; Sales Offices: 1458-59 Merchandise Mart, Chicago; Defense Housing projects. 
45 E. 17th Street, New York; 53 Alabama Street, S.W., Atlanta; 301 N. Market Street, * * * we * 
Dallas; and 2730 — 16th Street, San Francisco. 





FLORENCE RANGES 


RANGE FOR EVERY MODERN FUEL 




















In conjunction with the 53rd 
annual convention of the West- 
ern Retail implement & Hard- 
ware Ass'n. 


| 





The $7,000,000 MUNICIPAL AUDITORIUM the most complete building ever constructed will house every 
activity of the Western convention and show. Every facility of the auditorium and the whole-hearted 
support of its personnel are at the service of exhibitors. 


ADVERTISING INSURANCE ! 


OUR booth in the Western Hardware 

Show represents advertising insurance 
against the day when you will have more 
merchandise than customers! Maintain your 
good relations with the dealers you have sup- 
plied for all these years—the dealers whose 
business was won through years of effort on 
your part! 
Join the hundreds of exhibitors who will 
show general hardware, builders’ and finish 
hardware, sporting goods, stoves, firearms, 


electrical appliances, and countless other 
items of hardware merchandise. 


In one week—in one place—present your 
new lines, new promotions and prices—to 
the top notch buyers of the Middle West— 
over 3,000 of them! Sell these buyers all 
their big spring and summer requirements! 


Send in your reservation now! 
For further information write or wire 


WESTERN HARDWARE SHOW 
Municipal Auditorium, Kansas City, Mo. 
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TS OWN SALESMAN 


@ In every bale of Cortland netting is a label which bears 
the name of Wickwire Brothers. 
@ In reality, this label is a silent salesman for it tells your | 
customers that here is a product backed by a 67-year-old 
















Does not bulge ot ” and 2” pcg reputation for quality—a product made completely in the 

nized. Furnishet js from 12” ’ Wickwire Brothers mills of full gauge copper-bearing steel 

in standard W? on oat wire, heavily galvanized—a product that unrolls flat, hangs 
Bales of 150 lin straight, and is elastic, tough and rust resisting. | 
& ® You protect your interests and your customers’ interests | 

EN AND when you display Cortland nettings. Specify these accepted 

AND A ALP Wickwire Brothers products in your next order from your 

an” puRPOSE jobber. 





WICKWIRE BROTHERS, INC. new'vor« 


NOVEMBER 13, 1941 19 
























Pootics for you! Here are two 
money-making units on Disston 
garden tools... pruners and 
hedge shears. With each 
one you get a handsome 
display stand FREE, plus 
an assortment of fast- 
selling tools that bring 
you a 50% mark up. 











DISSTON Hand Pruner Display Stock .. . a dozen 


altogether, packed in individual boxes . . . plus an eye-catch- 
ing display that helps to sell the pruners ! 











Your Retail 

What You Get Cost Value 

Six No. 105 Quaker City Hand Pruners . . . . . ~« $2.35 $3.54 

Four No. 205 Disston Hand Pruners . . . . . .. ~~ 2.37 3.56 

Two No. 140 Disston Hand Pruners . . . . . ...~ (1.58 2.38 
Se ee ee ee ee $6.30 






, l  OL e 







ESTABLISHED 1840 


REG.U.S.PAT OFF. 









DISSTON Hedge Shear Sample Six . . . six fast-selling hedge shears plus attractive metal 


display stands and colorful price tags—a merchandising idea that really sells shears ! 








What You Get 
One No. 06 Quaker City Hedge Shear,6in. $0.59 $0.89 
One No. 016 Quaker City Hedge Shear, 8in. 0.83 1.25 














One No. 180 Keystone Hedge Shear, 8 in. 1.13 1.69 = 

One No. 260 Disston Hedge Shear, 6 in. 0.93 1.39 £ z hEYSTINE 

One No. 36 Disston Hedge Shear, 8 in. 150 2.25 Fae ~e 

One No. 30 Disston Hedge Shear, 8 in. 1.83 2.75 a a 
Your Total Cost... . . . $6.80 , Vas UL 
Total Retail Value ...... . Guy z Ly 


Order these two big-profit, fast-selling DISSTON Specials 
from your Disston wholesaler today ! 








OWNED AND OPERATED BY THE DISSTON FAMILY FOR 101 YEARS 
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ane year $2.50 Single conics 25 cents each 
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%& AMERICAN CHAIN will add materially to your 
current sales and profits if you push the styles 
and types people need and are ready to buy 

immediately. 

One of these is American Chain Tested 

WELDED COIL CHAIN in the attractive ACCO- 
PAK display container. Coil Chain is needed 
now for scores of practical uses in factories and 
on the farm. It is made in 4 popular sizes in 
bright, self-colored or galvanized finish. Your 
jobber sells ACCO-PAK Coil Chain by the foot, 
making it easy to figure selling prices and profits. 
Here’s another good American Chain, COW 
TIES. They’re seasonable and salable. Farmers 
are buying them now as they bring in their cows 
from the pasture to the barn. 
Fall rains and winter snows bring a lively de- 
mand for TOW CHAINS. Cars and trucks bog 
down in the mud. Or they stick in snow banks or 
slide into the ditch. Tow chains pull them out. 
The uses of general purpose chains would 
make a list as long as your arm. You know 
they'll sell now if pushed. 


AMERICAN CHAIN DIVISION 


YORK * PENNSYLVANIA 
TOW CHAINS 


AMERICAN CHAIN & CABLE COMPANY, Inc. 


(ep ESSENTIAL PRODUCTS . .. AMERICAN CABLE Wire Rope, TRU-STOP Emergency Brakes, TRU-LAY Control Cables, AMERICAN Chain, 
WEED Tire Chains, ACCO Malleable Iron Castings, CAMPBELL Cutting Machines, FORD Hoists and Trolleys, HAZARD Wire Rope, 

; Yacht Rigging, Aircraft Control Cables, MANLEY Auto Service Equipment, OWEN Springs, PAGE Fence, Shaped Wire, Welding Wire, 

~) READING-PRATT & CADY Valves, READING Electric Stee! Castings, WRIGHT Hoists, Cranes, Presses... In Business for Your Safety 
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All Out Defense:— 


For more than a year Govern- 
ment spokesmen and _ civilians 
commandeered for defense work 
have been telling us that the Na- 
tional Defense Program will have 
to be on an “all out defense” 
basis. Complete dislocation of en- 
tire communities and _ scarcities 
will make anything approaching 
“business as usual” an utter im- 
possibility. To a certain extent. 
we are already feeling the pinch. 
There is hardly a business or a 
family that is not conscious of the 
defense program. Everyone knows 
or is related to someone now in 
military service. Shortages are 
being faced in many lines. The 
possibility of further curtailments 
in so-called critical materials, at 
an early date, constitutes a vital 
worry in hardware ranks. If we 
are to accept, literally, all that has 
been said by official and semi- 
official spokesmen, we may face 
the complete disruption of our 
civilian economy and be forced to 
accept such a condition by the 
might of government as_ being 
necessary for patriotic reasons. No 
less patriotic than any other class 
of Americans, hardware men are 
properly asking, “How can we 
financially contribute to a defense 
program if there is no partial nor- 
mal business in this country to 
provide tax monies? If we do not 
defend our civilian economy what 
have we to defend?” As yet, such 
questions have been completely 
unanswered. In fact, they have 
been almost completely ignored 
and the man who raises such in- 
telligent questions runs the risk 
of being regarded unfavorably for 
not understanding the urgency of 
the present situation or of being 
called “un-American.” Yet, it can 
be fairly argued that our defense 
program should be geared up for 
the purpose of defending our civil- 
ian economy, for that is the system 
under which we normally operate 
and under which we hope to oper- 
ate in the future. It is that which 
we would defend. 


Strikes:— 


But by far, the most discourag- 
ing, alarming and confusing fac- 
lor in the present situation is the 
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constant stream of strikes and 


threatened strikes sponsored by 
both AFL and CIO unions. Each 
of the many strikes, in the past 
year, have definitely hampered the 
defense program, yet the so-called 
leaders of organized labor con- 
tinue to be shown a deference by 
government officials, high and low. 
that amounts to coddling or worse. 
This temporizing with arrogant 
union leaders is in marked con- 
trast to the attitude these same 
officials show when discussing de- 
fense needs with business leaders. 
The latter are told, in no uncertain 
terms, just what they must do 
and what they can and cannot do. 
When dealing with the two big 
unions, however, government offi- 
cials are far less positive and as- 
sertive. It would appear, too often, 
that the union bosses do the tell- 
ing. This is a vicious situation, 
not only in today’s abnoral defense 
program efforts but in its prob- 
able effect on the future of our 
entire economy. 


Aluminum 
Round-Up:— 


When the National Defense 
Program started, aluminum was 
indicated as one outstanding ex- 
ample of a material for which 
there was a most serious scarcity. 
The public was informed that this 





metal would not be available for 
civilian uses after the existing 
supply of partially fabricated cook- 
ing utensils, etc., had been ex- 
hausted. Then came the nation- 
wide aluminum round-up, sold to 
the American public as a defense 
measure. It was assumed, if 
never actually announced in an 
official way, that the aluminum 
pots, kettles, etc., that were to be 
gathered up would go to the mak- 
ing of airplanes and other defense 
necessities. With its traditional 
spirit of cooperation the Ameri- 
can public contributed generously. 
Huge stores of aluminum goods 
were gathered up in every hamlet. 
The newspapers, presumably in- 
spired by official sources, told us 
that each hundred tons of such 
aluminum would make so many 
airplanes. Some families lacking 
aluminum pots to give away were 
actually reported as buying some 
in order that they might partici- 
pate. Many more stories were 
authentically told of families giv- 
ing away perfectly usable equip- 
ment which required immediate 
replacement through purchase at 
a nearby store. And now comes 
the story that the aluminum ob- 
tained in the “round-up” has no 
place in the defense picture and 
cannot be used for airplane pro- 
duction or for other war material 
and that the entire philosophy and 
purpose of the aluminum round- 
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up was to give the American pub- 
lic a sample taste of the spirit of 
sacrifice, that it might better ac- 
cept the greater sacrifices that are 
to come. This would all seem in- 
credible were it not now a well- 
known fact. The net result of the 
aluminum round-up will not be a 
better frame of mind for accepting 
further sacrifice, but instead may 
encourage smoldering resentment 
that will have to be overcome with 
a decidedly higher grade form of 
propaganda if we are to expect a 
unified American public behind the 
defense program and behind the 
actual war conditions that now 
appear on our own horizon. The 
Government must treat its taxpay- 
ers as adults and not as juveniles 
who have to play at games in or- 
der to learn the lessons of life and 
living. 


Scrap Metal:— 


The close affinity between steel 
production and the fabrication of 
hundreds of hardware store items 
is such that hardware men, gener- 
ally, believe they know something 
about the steel industry, its capa- 
bilities and its problems. At the 
present time, most hardware men 
are unwilling to accept the idea 
that this country cannot produce 
enough steel for both defense and 
civilian needs—providing defense 
needs were anticipated and regu- 
lated on the basis of consumption 
and not on some long-term re- 
quirements coupled with priorities 
demanding an almost immediate 
shipment of metal not to be used 
for many months, and, in some 
cases, perhaps for three or four 
years. A common argument, heard 
in Washington and elsewhere, is 
the shortage of scrap metal on 
which a ceiling price of $20 per 
ton has been imposed. Every busi- 
nessman knows that this country 
has thousands of miles of now un- 
used trolley and interurban car 
tracks—the highest grade of scrap 
obtainable because the rails were 
originally made of the highest 
grade steel. Many of these tracks 
have been covered over with 
cement and practically none have 
been removed for use as scrap. 
Businessmen also know that WPA 
workers, paid out of tax monies, 
are painting fences, raking leaves 
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and doing a thousand odd, semi- 
useless jobs when their efforts, in 
the present situation, might more 
usefully be directed toward re- 
moval of abandoned car track rails 
which would provide thousands of 
tons of first grade scrap. A some- 
what less desirable grade of ma- 
terial, yet equally plentiful and 
useful to an important degree, 
would be the scrap that could be 
obtained by acquiring the millions 
of abandoned cars now reposing 
in so-called auto graveyards all 
over the country. You cannot take 
a trip by train or by car without 
passing many such dump heaps 
with an almost unbelievable num- 
ber of all kinds of worn out cars 
no longer in running condition, 
but definitely good for salvage as 
scrap metal. The gathering up of 
these old cars would not only sup- 
ply some scrap but would also im- 
prove the landscape and would be 
a relatively simple job to handle 
under government paid WPA aus- 
pices. 


“Gung Ho!” :— 


The Carborundum Co. issues a 
monthly bulletin. In the current 
issue, on the front cover, is an 
explanation of the phrase “Gung 
Ho!”. It reads as follows: 

“The Chinese have a word for 
it. It is “Gung Ho.’ And it means 
‘Work Together. We owe much 
to the Chinese. Many cultural 


things and such world changing 
commodities as paper and gun 
powder. Now it wouldn’t be a bad 
idea to adopt their new slogan 
which has become a term of in- 
spiration throughout all China. 
This business of working together 
is all important. It is important 
in our field—it is important in the 
defense of the Nation—it is all im- 
portant in practically all things. 
‘Gung Ho!’.” 

It has often been said that the 
Chinese have known and forgot- 
ten many of the things we are 
currently learning. So be it. Their 
“Gung Ho” idea is good. From 
the business man’s standpoint, 
“working together” means more 
than cooperation of business with 
the Government in its efforts to 
develop proper and efficient de- 
fense. It must also mean coopera- 
tion from the Government to per- 
mit business to live and breathe 
so it can provide the tax monies 
to be used in financing defense. 
It must also mean some mainte- 
nance of civilian economy so that 
there will be something worth de- 
fending, something near-normal to 
return to when peace reigns again. 
Otherwise our defense, even if en- 
tirely successful, may have a hol- 
low result. So let us all work 
together, both for defense and for 
a continuation of as much civilian 
economy as is practical. That 
would be “working together” in 
the truest sense of the term. 


“GUNG HO!” 





HARDWARE AGE 


presents 


“Retailing Under National Defense” 


A series of six authoritative articles on re- 


tailing problems, policies and opportunities 


By John T. Bartlett 


Business Research Specialist 


Beginning in the November 27th Issue 


Titles of the articles are as follows: 


I—Defense Blueprint for Hardware Merchants 
II—National Defense and Credit Control 
III—Personnel Makeshifts and Solutions 

IV—Getting the Merchandise to Sell 
V—Defense Taxation—The Merchant's Stake 
VI—Sales Promotion in a Scarcity Economy 


Don’t miss this timely, interesting series, packed full of information 
that will give you a new insight on the retail problems of today! 
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to st EVERY Toastmaster distributor and dealer has a legitimate interest in 
de- : this question of what he can count on in the way of deliveries of Toast- 
ra- ‘% master products in the next few weeks or months. 
er - Bs 
the A We appreciate how keen that interest is. We know that the demand for 
les a our products was never more insistent—that large groups of Americans 
os have more money to spend for them than ever before. We know how you 
te- ’ . 
we 4 feel when you can’t get goods that would sell on sight. 
de- Ss ‘ : P 
a 3 So, because we owe it to our good customers, we want to give you all the 
ma F | information we possibly can. We want to put our cards on the table. 
n- ws 
ol. % 1. We are keeping production up to the highest possible level consistent with 
rk Toastmaster quality, even though this means increasing our manufacturing costs. 
or * No new materials are used until we know they meet Toastmaster standards of dura- 
an f bility and performance. 
a % 2. We are adhering strictly to our allotment plan, which insures to every one of 
in 4 our distributors, large or small, his full pro rata quota of all we make, based on 
m. i his 1940 orders. We are playing no favorites—it’s share and share alike. 
4 3. We want every legitimate retailer, ordering through his regular distributor, to 
— get his share of our products—and we have asked our distributors to apply our 
‘ fair-and-square allotment system right down the line. 
4 
4 4. We are underwriting the future volume and profits of our customers by continuing 
* a program of vigorous national advertising, keeping the Toastmaster name fore- 
most—as usual! 
You can rely on Toastmaster* policies, quality, and merchandising 
cooperation. They are going on “‘as usual,’’ even though business isn’t! 
: **TOASTMASTER™ is a registered trademark of McGraw Evectraic Company, Toastmaster Products Division, 
: Elgin, Il. Copyright 1941, McGraw Electric Co. 
é 
8 
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ais Preference Rating Or- 


der P-22 by virtue of its recent amendment has 
been broadened to include generally all classes 
of business and industry and to grant them the 
use of an A-10 priority rating to obtain mainte- 
nance and repair materials for defense work. 

While this Order does not include mainte- 
nance and repair work of retail establishments 
at least for the time being because of adminis- 
trative difficulties inherent in operating a main- 
tenance and repair plan in the field, it does 
however, permit hardware dealers to act as 
suppliers to industry and business engaged in 


Purposes: 


Repairs, Maintenance 


defense work. These hardware stores will find 
that coincident with this amended Order, they 
have been given an additional opportunity to 
share in defense work: to make sales of main- 
tenance, repair, and operating equipment, to in- 
dustrial defense establishments. 

It is important to note that under this Order 
it is not necessary to file applications for the 
A-10 rating but that the rating is automatically 
applied by those qualifying under the terms of 
the Order on purchase orders for repairs, main- 
tenance, and operating supplies. 

P-22 expires April 1, 1942. It does not in- 
clude utilities and mines which are covered by 
separate repair orders. 


To facilitate the acquisition of material for the maintenance and re- 


pair of the property and equipment of producers. 
To facilitate the continued operation of the property and equipment 


of such producers. 


To maintain governmental, charitable, and industrial property lo 
cated in the United States, its territories, and possessions, upon an ade- 
quate operating basis, without expansion or improvement of facilities 
except where duly authorized or approved. 


Producer means: 


* * 


Any governmental unit. 


Any individual, partnership, association, corporation, or other form 
of enterprise engaged in one-or more of the following activities or acting 
in one or more of the following capacities to the extent that it is so 


engaged or so acts: 


(a) manufacturing, processing, or fabricating; 

(b) warehousing—maintaining warehouses for storage or distribu- 
tion of any material; 

(c) wholesaling—acting as a distributor of products sold to manu- 
facturers, wholesalers, retailers, or other persons, not consumers; 

(d) charitable institutions—any charitable or eleemosynary institu- 
tion which is recognized as such for purposes of the Internal Revenue 
Laws of the United States; 

(e) carriers—urban, suburban, and interurban common or contract 
carriers of passengers or freight by electric railways, electric coach, mo- 
tor truck, or bus, including their terminals; railroads, including termi- 
nals; shipping—commercial carriers of freight and passengers by ocean, 
lake, river, or canal, including terminals; 

(f) educational institutions (including vocational training) ; 

(g) printers and publishers; 

(h). radio—commercial broadcasting and communication; 

(i) telephone and telegraph communication, including wire services; 

(j) hospitals, clinics, and sanatoriums; 

(k) petroleum—discovery, development and depletion of petroleum 


pools. 
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Defense Rating Order P-22 As Amended 


Any commodity, equipment. accessories, parts, assemblies or prod- 
ucts of any kind. 
*K *x 


The upkeep of a producer’s property and equipment in sound working 
condition. 


The restoration of a producer's property and equipment to a sound 
working condition when such property or equipment has been rendered 
unsafe or unfit for service by wear and tear, damage. destruction of parts. 
or similar causes. 

* Ok 


Any material which is essential to the operation of the producer's 
business and which is consumed in the course of the business, including 
without limitation, fuel, lubricants, catalysts, and small perishable tools. 
Not included is any material which is physically incorporated, in whole 
or in part, into any product of the producer, or into any material which 
the producer distributes to or stores. transports, or services for another 
person. 

* * 


Maintenance, repair, and operating supplies do not include material 
for the improvement of a producer’s property or equipment through the 
replacement of material in the existing installation with material of a 
better kind, quality or design; for additions to, or expansion of such 
property or equipment; and which is of a type not heretofore carried on 
the producer’s books under maintenance, repairs. operating supplies or 
the equivalent. 


* * 


Any person with whom a purchase order or contract has been placed 
by a producer or another supplier for materials required by the producer 
as operating supplies or for the maintenance or repair of his property or 
equipment, or to be physically incorporated in other material so required 


by the producer. 
* * 


Preference rating A-10 is assigned to deliveries, to a producer, of 
material required by him as operating supplies or for the maintenance 
or repair of his property or equipment; 

To deliveries, to any supplier, of material required by a producer as 
operating supplies or for the maintenance or repair of his property or 
equipment, or to be physically incorporated in other material so required 
by a producer; 


* * 


Preference rating A-10 is assigned to a producer; 
To any supplier provided deliveries to a producer or to another sup- 
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Material means: 


Maintenance means: 


Repair means: 


Operating supplies 
mean: 


Exceptions 
to definitions: 


Supplier means: 


Assignment of 
preference rating: 


Who may apply for a 


preference rating: 




















How preference 
rating is applied: 


Extending the rating: 


Rating may not 
be applied if these 
conditions exist: 


Restrictions on 
deliveries, withdrawals 
and inventory: 
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plier are to be made by him, which are the kind specified (see above) 
and have been rated pursuant to Order P-22, amended. 


* * 


A producer or supplier in order to apply the preference rating to 
deliveries of material to him, must endorse the following statement on 
the original and all copies of any purchase order or contract for such 
material manually signed by a responsible official designated for such 
purpose by the producer or supplier: 

“Material for maintenance, repair, or operating supplies—Rating 
A-10 under Preference Rating Order P-22, as amended with the terms 
of which I am familiar.” 

This endorsement constitutes a certification to OPM that such mate- 
rial is required for the purpose stated and that the application of the 
rating is authorized by the Order. 

It constitutes legal use of the rating. And, since the A-10 rating 
denotes a defense need, the order placed must be accepted by the sup- 
plier under the terms of Regulation No. 1. 


* * 


The supplier may extend the rating in the same manner if necessary 
to obtain materials going into the producer’s order. 


* x 


If the material to be delivered can be secured when required without 
the rating; 

To obtain deliveries greater in quantity or on dates, earlier than re- 
quired for the operation, maintenance, or repair of such producer’s prop- 
erty or equipment; 

To obtain material for a delivery by a supplier which has not been 
rated pursuant to the order; 

By a producer or supplier to obtain scarce material, the use of which 
could be eliminated without serious loss of efficiency by substitution of 
less scarce material or by simplification of design. 


*k * 


(1) Except as provided in the following paragraph (5) no producer 
shall, during any calendar quarterly period, accept deliveries (whether 
or not rated pursuant to the Order) of any items of material to be used 
as operating supplies or for maintenance or repair the aggregate dollar 
volume of which shall exceed 25 per cent of the aggregate dollar volume 
of the withdrawals of items of material for the same class as carried on 
his books from stores or inventory during the calendar year 1940. 

(2) Except as provided in the following paragraph (5), no producer 
shall accept deliveries (whether or not rated pursuant to the Order) of 
any item of material to be used as operating supplies or for maintenance 
or repair until his inventory and stores of items of material of the same 
class. as carried on his books. have been reduced to a practical working 
minimum. Such minimum shall in no case exceed the aggregate dollar 
volume of items of material of the same class, as carried on the producer’s 
books, in inventory and stores on Dec. 31, 1940, or, at the producer’s 
option at the close of his fiscal year ending during the calendar year 1940. 

(3) Except as provided in the following paragraph (5), no producer 
shall during any calendar quarterly period, make withdrawals from stores 
or inventory of any item of material to be used as operating supplies or 
for maintenance or repair the aggregate dollar volume of which shall 
exceed the aggregate dollar volume of the withdrawals of such items of 
material of the same class, as carried on the producer’s books, during the 
corresponding quarter of 1940, or, at the producer’s option, 25 per cent 
of the aggregate dollar volume of the withdrawals of such items of mate- 
rial of the same class as carried on the producer’s books during the 
calendar year 1940. 
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(4) Notwithstanding the provisions contained in paragraphs (1), 
(2), and (3), a producer may, upon application to and with the ap- 
proval of the Director of Priorities, in any calendar quarter increase the 
aggregate dollar volume of deliveries accepted of material for use main- 
tenance and repair or as operating supplies, withdrawals of material for 
such use, or inventory of material for such use over the aggregate dollar 
volume of deliveries, withdrawals or inventory of material for such uses 
during the last preceding corresponding calendar quarter proportionately 
to the increase of the volume of goods or services produced or rendered 
by him in such quarters. 

(5) Restriction contained in paragraphs (1) and (3) shall not apply 
so any producer during any calendar quarterly period in which the total 
volume of his purchases or withdrawals of material for maintenance, re- 
pairs, and operating supplies does not exceéd $2,500... * wae 


* * 


Each producer or supplier who applies the preference rating assigned 
by the order and each person who accepts a purchase order or contract 
for material to which the preference rating is applied, shall submit from 
time to time to an audit and inspection by duly authorized representa- 
tives of OPM. 

Each producer or supplier shall execute and file with OPM such re- 
ports and questionnaires as OPM shall from time to time request. No 
such reports shall be filed until such time as the proper forms are pre- 
scribed by OPM. 

* * 


Any person who wilfully violates the terms and provisions of the 
Order will be forbidden to further apply the A-10 rating. Such person 
may also be prohibited from obtaining further deliveries of material 
under allocation and be deprived of any other priorities assistance. 


How to obtain increased 
quantities of repair 
materials: 


Audits and reports: 


Penalties: 


Copper Restriction Eased 
for 60-Day Period: 


Manufacturers May Now Operate at Reduced Rate 


60-day relaxation until Jan. 1, 1942, of 

the restriction against the use of copper. 
sheet, strip and screen in building construc- 
tion was announced by OPM’s Division of 
Priorities on Nov. 3. The amendment of the 
original order M-9-c under which thousands 
of articles made of copper for civilian needs 
were restricted, prohibited the use of copper 
in building construction after Nov. 1, 1941. 
Manufacturers may now operate at a reduced 
rate, since the original restriction froze stocks 
of already fabricated materials. 
Previously, manufacturers of building ma- 
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terials were permitted to use copper in articles 
not listed in schedule A of the order up to 70 
per cent of the copper used by them in the 
1940 base period. This has been modified 
to permit, as an alternative, the use of copper 
equal to 50 per cent of the total amount of 
copper used during the period from July 1, 
to September 30, 1941. 

Holders of blanket preference rating orders 
of A-2 or higher are relieved from the cur- 
tailment provision applying to articles not 
listed in connection with articles manufac- 
tured under the preference rating. 














By L. W. MOFFETT 
Washington Representative 
of Hardware Age 






RETAILERS were left out in the 
cold when OPM granted to manufac- 
turers and wholesalers an A-10 priority 
rating for maintenance and repair sup- 
plies. 

Upshot: A new order, applicable to 
all types of retail stores, and broad 
enough to cover other business estab- 
lishments not specifically included un- 
der previous orders. 

OPM’s aim: To put retail stores and 
others on a par with wholesalers and 
manufacturers, assuring them of the 
same treatment on necessary repairs to 
store equipment. 

eee? 

BRAIN TRUSTERS in the Trea- 
sury Department are pondering over 
these additional anti-inflationary moves: 

(1) Increasing the social security tax 
rate in addition to broadening the base; 
(2) Seeking new tax sources, hopeful 
that the Supreme Court this session will 
pass on the taxability of new stock dis- 
tributed as dividends. 

In the earlier stages of incubation is 
a Treasury proposal to tax stockholders 
of companies on undivided profits. 

x * * 

DON’T LOOK for the Treasury to 
ask Congress for a new tax law before 
early 1942. Previous plans of the De- 
partment to hit Congress up twice this 
year with taxation requests went askew 
when Congress lingered so long on the 
first revenue law and spending prob- 
lems of the Administration got out of 
hand. Reluctantly, Treasury experts 
postponed their second request, couldn't 
get it into shape before the end of the 
year. 
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RECENT REPORTS fromthe 
Budget Bureau shed new light on what 
the public is paying to become “en- 
lightened.” The so-called information 
services of eight defense agencies are 
spending $10,000,000 annually and 26 
other government divisions are function- 
ing at a cost of $20,000,000 a year. 

This year’s “take” in building up 
public intelligence and knocking holes 
in the public purse will add up to $3,- 
118,600 for handling correspondence on 
information, promotion, education and 
publicity activities; $375,000 for pho- 
tographs; $146,200 for lantern slides 
and other lecture materials; and $99,600 
for preparing posters. 

x * *& 

THE DEPARTMENT OF AGRI- 
CULTURE ALONE, to cite one de- 
partment which performs only inci- 
dental defense functions, was expected 
to spend $11,887,788 during the 1941 
fiscal year for all educational, informa- 
tional, promotional and publicity activi- 
ties. The job of getting the farmer to 
crack down on soil erosion, to employ 
recommended technique on crop rota- 
tion, and a score of cther aids gives 
the Agriculture Department the largest 
contract with the public, the firmest 
grip on the public purse. 

All this is leaving out the multifarious 
publicity duties and concomitant expen- 
ditures of eight federal defense agen- 
cies. 

x *« 

IF THE NEW 14-MAN JOINT 
CONGRESSIONAL COMMITTEE 
to investigate non-essential federal ex- 
penditures turns out to be a total loss, 


IOODD 


INGTO N NEWS | 
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it won’t be because of lack of material 
on which to work. The committee, cre- 
ated by the Byrd amendment to the 
1941 tax revenue law, establishes for 
the first time a Congressional watchdog 
of public spending, brings together the 
ranking members of the appropriating 
and tax committees of both houses, the 
Secretary of the Treasury and the di- 
rector of the budget. 

First Job: Seek more details on the 
Budget Bureau’s suggestion that non- 
defense expenditures can be pared from 
one to two billion dollars. Easiest job: 
Finding ways to decrease spending. 
Hardest Job: Finding those willing to 
accept the paring. 

xk & 

UNDER LEON HENDERSON’S 
ELABORATE MACHINERY for 
fixing and maintaining prices is a plan 
for setting up advisory panels—all 
under the wing of OPA’s 14 commodity 
sections. Already forming are panels 
for hardware; cooking, heating equip- 
ment and utensils; hard and soft floor 
coverings; and_ electric equipment. 
OPA promises that other panels will 
be named for radios, batteries, and 
other fields if and when conditions war- 
rant. 

x *k 


CANADA’S ACTION in throwing 
overboard its selective commodity price 
ceilings in favor of overall commodity 
price and wage ceilings so jolted Wash- 
ington that President Roosevelt and 
Price Administrator Leon Henderson 
put their heads together, issued a state- 
ment dubbing the move “a drastic ex- 

(Continued on page 98) 
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Two of the feminine members of the Brooks Hardware 
Co. sales staff “gang up” upon a lone male customer. 


Defense Took the Men— 
Now He’s Employing Women 


M. J. BROOKS, 


proprietor of the Brooks Hard- 
ware Co., Bessemer, Ala., has 
found that it pays to employ 
women as salespersons in his store. 
He contemplated such action after 
local draft boards and defense in- 
dustries had raided his mail per- 
sonnel to a considerable extent and 
became convinced as to the sound- 
ness of the idea when the bank 
hired his bookkeeper. 

Mr. Brooks announced the fact 
that he was going to employ 
women when speaking at a recent 
convention in Montgomery. At 
that time, he stated that some of 
the best examples of salesmanship 
he had ever witnessed had been 
furnished by girls in local chain 
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establishments who had been en- 
gaged in selling merchandise of a 
type carried in hardware stores. 
This gave him the idea that they 
would be equally efficient in selling 
the same type of articles in a hard 
ware store. 

At the present time, about 50 
per cent of the employees of the 
Brooks Hardware Co. are women 
and this includes both those on the 
sales floor and office help. Mr. 
Brooks states that he has found 
women to be adept at learning the 


stock"and persistent in the art of 
suggestive selling. And an added 
point in their favor is the fact that 
they are of decided assistance in 
attracting a goed many women 
customers. 

“There is only one drawback to 
employing girls,” says Mr. Brooks, 
“and that is that they cannot lift 
or handle heavy goods, although 
they will try to do it. They make 
up for this, however, by being good 
housekeepers and keeping the store 
neat and clean at all times.” 


M. J. Brooks, Bessemer, Ala., finds 
they learn the stock, can sell 
_and always keep the store neat 
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Tool Sales Booming | 


a stores which have always specialized in tools are 
again enjoying boom times. Firms located in defense areas or in communities 
where manufacturers have received defense orders are feeling the increased de- 
mand for tools to the greatest degree. However, more and more hardware re- 
tailers are likely to be drawn into this whirlpool effort toward preparedness as 
the facilities of smaller manufacturers in all parts of the country become merged 
into the defense production program. 

California hardware firms in and around Los Angeles have felt this increased 
demand for tools, largely because of the huge volume of defense orders which 
have been placed with airplane manufacturers in that section. Orders amount- 
ing to $1,160,000,000 and more have been placed with manufacturers in Los 
Angeles County alone, according to recent reports. There is little wonder that 
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dealers report sales of power and other types of tools at new all-time highs. & 
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Power Tools Important Volume Line chess Dae Gals cee bet oe g 
played on the floor and at the pres- ee 

rE XHE Imperial Hardware Co., display of this merchandise than at ent time are given a prominent posi- ef 
Long Beach, Cal., has special- any other time in the firm’s history. tion at the front of the store. Sev- Bf 
ized in tools of all kinds for many Power tools are one of the addi- eral modern sidewall fixtures, incor- = 
years. As changes in demand oc- tions to the department where sales porating open cases, display doors, 5 
curred and as new types of tools have shown most unusual increases. and ledge displays, are used to show ; 
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were developed, the department has 
made the necessary adjustments. To- 
day, more space is devoted to the 


Manufacturing companies, schools, 
home owners and workshop enthu- 
siasts are good buyers of power tools. 


the complete stock of small tools. 
High quality and national branded 
tools are featured throughout. 
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Power tools are shown where customers may examine the machines in which they 
are interested. A wide range of items is always on display on the store’s sales floor. 
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in Hardware Stores 


California firms in defense areas 
te find sales to workers are helping * 
boost business to all time high 


Sidewall Space Used 
to Display Tools 


IRCRAFT tools are featured on 
panel doors in the Glendale 
Hardware Co., Glendale, Cal. The 
tool department is located in a prom- 
inent part of the store and ample 
space is used to display this line. 
Maintenance of inventories is 
something of a problem under pres- 
ent conditions in all stores catering 
to manufacturers engaged in defense 
production. This firm, which has spe- 
cialized in tools for years, carries a 
wide variety of merchandise and 
maintains an adequate inventory of 
all items. : 


Workers in aircraft plants ar 


and are interested only int 
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r selections. Displays 
d help improve service. 


Specializes in 
Aircratt Tools 


OM’S HARDWARE STORE, lo- 

cated in Burbank, Cal., caters 
to the needs of the mechanics in 
the nearby aircraft factories. Tom 
H. Rotherham, who has operated the 
store for more than 20 years, has 
specialized in aircraft tools for the 
past 12 years. 

Aircraft corporations set up stand- 
ards of quality and indicate brands 
of tools that mechanics will be per- 
mitted to use. In every case, ap- 
proved tools are the finest quality 
because of the high degree of pre- 
cision needed in this work. Display 
is just as important at this time as 
it has been at any time in the past. 
This firm uses a large section along 
the sidewall to show the complete 
stock of tools. 


33 

































ae 












Gets 





f Oo 


« LAY-AWAY TAG Jo 372 








wAME 
AvORESS 
DESCRIP TOR OF 
meecuanp st 


so.o BY RETA PRICES 88 
This Stub together with Identification Stub to be sent 
te Office when customer receives merchendise. 


store record OF PAYMENTS = 372 


apeatss 
‘OESCHTT ION OF 
meacnanoise 
SOL BY _ RETAIL PRICE $ 
PAYMENTS MADE 





t 





CUSTOMERS IDENTIFICATION STUB 
¢ LAY-AWAY TAG jx 372 
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Specially designed tag used to 
facilitate the easy handling of 
lay-aways. 


the Jump on Others 


An early start has helped the 
Fox Hardware Co., Madisonville, 


Ky., increase its Xmas volume 


Gum NG an early 


start in promoting holiday busi- 
ness results in establishing the Fox 
Hardware Co. as gift headquarters 
in the minds of the 7000 inhabi- 
tants of Madisonville, Ky. Many 
customers begin their holiday 
shopping on the opening day of 
the holiday season and a large 
percentage of them take full ad- 
vantage of the lay-away plan in 
order to be sure of getting the 
desired gifts. Holiday volume has 
increased steadily during the past 
few years, and much of the credit 
for this is undoubtedly due to the 
fact that the firm gets the jump 
on other stores in its locality. 


Above—Gifts from the housewares 


Displays of toys and_ other 
Christmas merchandise are ar- 
ranged immediately after Thanks- 
giving and customers are invited 
to visit the store and inspect the 
array of gifts. Newspaper adver- 
tising is used regularly throughout 
the holiday season and a toy cata- 
log is distributed to the better 
homes in the city. All of this is 
done early in the season so that 
customers will have the needed in 
formation regarding Christmas 
gifts in advance of the flood of 
publicity which usually ensues 
when other local retailers start 
their holiday advertising. 

More than 300 customers use 
the lay-away plan during the pre- 
Yuletide season and every shopper 








sections were featured on tables 
at the front. A special rack made 
it possible to show more items. 
Left—This cross aisle table near 
numerous erector sets and games. 
the wrapping counter helped sell 
numerous erector sets and games. 
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is urged to take advantage of it. 
If customers select their gifts 
early, the firm is able to determine 
which items are most popular and 
can reorder the needed merchan- 
dise before the end of the season. 

“Window and interior displays 
and decorating material are ob- 
tained from our wholesaler,” says 
Edgar P. Fox, owner. “This is 
easy to use and most of the details 
on how to use it are already work- 
ed out for us in considerable de- 
tail. The cost is very reasonable. 

“We depend almost entirely 
upon our wholesaler for the selec- 
tion of Christmas toys and gifts. 
It is our policy to order one large 
and one small assortment at the 
start and then fill in on the most 
popular selling items as the sea- 
son progresses. Our prices on 
toys range from 25 cents up and 
our carry over is exceedingly 
small.” 


Right —A_three-shelf 
displayer held small 
metal dump trucks, 
pull toys and larger 
wheel toys. Below—the 
wheel goods displays 
were upon platforms 
along window backs. 
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With Holiday Promotions 
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Pennants served as over- 
head decorations while 
white icicles of corru- 
gated board were fast- 
ened to the tops of the 
fixtures to help supply 
a Christmas atmosphere. 


Below—Extra shelves 
provided additional 
display space above 
the table tops. Dolls 
and games of various 
types were featured 
to advantage on this 
cross aisle _ table. 
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The purpose of this club is to 
exchange ideas and information. 
Take part by submitting your 
successful ideas for publication. 


\ E want to call your 


attention to the contest question 
for November on this page. Every 
person employed in a retail hard- 
ware store may have some ideas 
on this question. Send them in 
and the more information secured 
on this important subject of sub- 
stitute merchandise the better. 

Taking the country as a whole, 
hardware stores sell a wide variety 
of merchandise. Some of these 
firms sell very unusual merchan- 
dise. This is what we want to 
bring out in this contest. Many 
members may have some ideas as 
to other lines that can be sold. 
When you send in you: card, tell 
us your ideas along with why you 
think they are practical. 


What Will It Do 
for the Customer? 


We're quite apt to get careless 
in our selling today, due to the 
great demand that exists for our 
merchandise. Then, when the tide 
changes, we have to start all over 
again building our merchandise 
presentations. And this is hard 
work because there are so many 
items involved. 

So don’t let down on your sell- 
ing today. Sell up to higher 
priced goods which will give the 
customer greater satisfaction and 
longer service. This is a real chal- 
lenge at the present time and it 
will require real salesmanship. 

Don’t forget to tell customers 
what the item will do for them. 
You can _ always 
build a better sales 
talk around better 
merchandise. It has 
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Important Contest Question This Month 


so many conveniences not found 
in price goods. Make your selling 
sentences brief and to the point. 
Follow the suggestions of Elmer 


Wheeler, that “Sizzlemanship” fel- 
low, when you build your selling 
sentences—“Don’t Sell the Steak 
—Sell the Sizzle” and “Don’t Write 
—Telegraph.” 





NovEMBER IDEA CONTEST 


Question for the Month 


In your opinion, what unusual mer- 
chandise can the retail hardware store 
sell to offset possible curtailments in 
regular lines during the present emer- 

7 gency, and state why you think these 


are practical? 


Submitted by member Chas. E. Monahan, Carlisle Hardware 
Co., Thompsonville, Conn., who will receive a check for $1.00 for 


the use of this question. 


WIN EXTRA MONEY—SEND IN YOUR ANSWERS 


Haroware Ace will pay. $5.00 to the member submitting the best 
answer to this question; $3.00 will be paid for the second best answer; 
$2.00 will be paid for the third. $1.00 each will be paid for all other 


ideas published even though these do not win one of the three major 


prizes. 


Entries must be received not later than Nov. 24th. Winners will be 
announced in the Retail Sales Idea Club pages of the Dec. 25th issue of 
Harpware Ace. In case of ties, duplicate prizes will be awarded. 
Decisions of the editors will be final and all material submitted becomes 


the property of Harpware AcE. 


FIVE SIMPLE CONTEST RULES 


1. Just write your ideas and/or an- 
swer to this question, preferably on a 
penny postal card (letters may be 
submitted) and mail to HARDWARE 
AGE Retail Sales Idea Club, 100 E. 
42nd St., New York, N. Y. More than 
one entry may be submitted, in which 
case use separate postal card for each. 

2. Write your own name and ad- 
dress on the card (or letter), as well 
as the name of your company. 

3. Be sure to write the name of this 
contest — “NOVEMBER IDEA CON- 
TEST”’—on the card (or letter). 

4. Only individuals who have regis- 
tered for membershiv in the Harp- 
ware AGE Retail-Sales Idea Club are 


eligible to participate in this contest. 
If you are not a member, you can be- 
come one by simply filling in the regis- 
tration form showing on these club 
pages and mailing it to the Club. 
There is no cost for membership. 

5. Answers to questions will be 
judged solely on the value of the idea 
or suggestions presented. Be brief and 
to the point. Penmanship, form, or 
method of expression are not factors 
of the contest. Answers typewritten 
on postal cards will be appreciated but 
are not required. However, if answers 
are submitted in another form this 
will not influence the decision of the 
judges in any way 
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Tools as Gifts 


“We featured tools as gifts in 
one of our Christmas windows and 
sold a lot of them as a result. 
Saws, hammers, wood chisels, bit 
braces, etc., were hung from the 
fireplace mantel by means of small 
hooks and red Cellophane ribbon. 

“The window had a fireplace 
constructed of cardboard covered 
with red brick crepe paper as a 
center piece in the background. An 
electric log fireplace screen and 
fixtures completed the setting. The 
floor of the window was covered 
with dark green paper and sprin- 
kled with artificial snow. 

“On the floor were shown elec- 
tric drills, jig saws, band saws, 
electric cut-off saws, and other 
home work-shop machinery.” 

Wm. H. Baltey, 
Perth Amboy Hardware Co., 
Perth Amboy, N. J. 


Features Family 
Gift Windows 


“During the four weeks, prior 
to Christmas, personalized gift 
windows are installed and these 
have created much comment in 
our community. The first week, 
the windows show “family gifts” 
such as ranges, heaters, and major 
appliances, gifts the whole family 
can enjoy. 

“The second week, gifts suitable 
for father, uncle, brother, and 
grandfather are featured. The 
third week, gifts for mother, aunt, 
sister, and grandmother are 
shown. The week before Christ- 
mas, we feature the most popular 
items from the windows of the 








previous three weeks. Personal- 
ized show cards which read “For 
Uncle John,” “For Aunt Mary,” 
etc,, are also used with each gift 
suggestion shown. These cards are 
hand made and very attractive, 
and many customers insist on hav- 
ing the card when they purchase 
the gift.” 

H. M. Douctas, 

W. H. Douglas, Hardware, 


Commerce, Tex. 


Salesmanship for 
Selling Up 

“During the holidays in order 
to save the customer’s time as well 
as our own, we ask the customers 
how much they want to spend for 
a particular gift. If they tell us 
they want to spend about $2.50 we 
start showing them merchandise in 
that price range. Then we pre- 
sent the better quality goods with 
more convenience features and 
selling at higher prices. 

“By doing this, we have usually 
sold the higher priced item. If 
we had not determined how much 
the customers wanted to spend we 
might have started showing mer- 
chandise in too high a price 
bracket and lost the sale com- 
pletely. 

“We also arrange merchandise 


You receive $1.00 for each idea 

considered worthy and accept- 

ed for publication. Watch these 
pages of successful ideas. 






CHRISTMAS SELLING IDEAS 


selling for a dollar or less on ta- 
bles in price groups. The 10-cent 
and 25-cent tables are very popu- 
lar.” 
FLossiE Harper, 
King-Hipskind Co., 
Wabash, Ind. 


Christmas Tree Motif 
as Store Decoration 


“In our store, we have five large 
posts down the center and a very 
high ceiling. It has always been 
a job to decorate the store for 
Christmas until we conceived the 
idea of the Christmas tree motif. 

“In this, wallboard Christmas 
tree cut-outs are fastened on each 
side of each post approximately 8 
to 10 ft. from the floor. These 
cut-outs are of good size. The 
trees are finished in a rich silver 
and decorated with blue Christmas 
tree lights. 

“No matter where you stand in 
the store you can see these beauti- 
ful treés in full Christmas splendor 
and it is an inspiring sight. These 
displays were planned and con- 
structed by various individuals of 
the store. . 

MarTIN OLSEN, 
Warner Hardware Co., 
Minneapolis, Minn. 





IDEAS 


“Attention Arresters” 
for Hunting Window 


“A tangle of horns and the 
skeletons of two bucks who had 
died of starvation after locking 


their horns in mortal combat, was 
used as our “attention arrester” 
in a recent hunting 
window. It really 
stopped people and 


no doubt everyone 
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who looked at these bones was 
deeply moved by the thought of 
the struggle that must have taken 
place. 

“We try to have some unusual 
thing in every window to get the 
attention of the passersby and 
make them stop. Persons who 
stop, we believe, unconsciously re- 
tain some impressions about the 
merchandise on display that may 
bring them to the store at some 
later time.” 

Wuirt CricuTon, 
Chown Hardware Co., 
Portland, Ore. 


Idea Attracts 
New Customers 


“Whenever a young girl in our 
community plans to be married, | 
speak to her and, in a tactful man- 
ner, inform myself as to what co- 
lor scheme she intends using in 
her kitchen and also what her 
tastes are with respect to house- 
wares. As a result, the friends of 
the bride-to-be have come to de- 
pend upon me almost entirely for 
suggestions for shower and wed- 
ding gifts. Not only does the 
happy bride-to-be receive a well 
chosen, harmonizing assortment of 
gifts but we have won for our- 
a future customer. Our 
store has become headquarters for 
gifts and housewares of every kind 
in the community. 

Ipa S. Larson, 
Herried Bros., 
Deer River, Minn. 


selves 


Product Comparison 
Makes Sales 


“I like to show customers who 
come into our store for stove pipe 
the difference between the stove 
pipe we make up ourselves out of 


24-gage iron and the kind sold by 
the mail order houses. Invari- 
ably, they will buy the better pipe 
immediately.” 

C. W. Mason, 

A. M. Coon Hardware, 

Leonardsville, N. Y. 


Honorable Mention 
Awards from the September Idea Contest 


The judges award the rating of Honorable Mention and a 
payment of $1.00 to the following contestants whose entries, 
though not winning one of the major prizes, were considered 


worthy of publication. 


MRS. EDWARD JONES, 
J. E. Jones, Memphis, 
Tenn., writes: 

“As I work each day I often find 
it hard to make a sale in the face 
of rising prices. But, when a cus- 
tomer ‘kicks’ about the advanced 
price I express my regret with as 
much courtesy as possible and by 
talking in a sensible, assured way 
I can usually make him under- 
stand that advanced prices are be- 
yond my control. 

“I find that a pleasant smile,even 
when you have a ‘hard to please’ 
customer, will often make a sale 
and it pays never to be rude or 
disinterested when a sale cannot 
be made. Just try harder next 
time. 

“Work as concientiously for your 
boss as you would for yourself. 
Never use high pressure salesman- 
ship, but know your merchandise 
and talk intelligently and with as- 


YOU PAY NOTHING 
Any Retail Hardware Employee May Take Part 


surance about it. Follow these 
simple rules and you'll get along.” 


FRED BURRELL, King 
Hardware Co., Atlanta, 
Ga., writes: 

“My job was to overcome the 
high price of a high quality prun- 
ing shear. My customer was about 
ready to leave without making a 
purchase and, knowing his love 
for quality tools, I inquired if he 
had a good sharp pocket knife. 
This he proudly produced. In turn 
I handed him a piece of seasoned 
wood and asked him to try his 
knife on it. He could hardly cut 
the piece of wood. I then gave him 
the prize pruning shears and asked 
him to try them, which he did, and 
cut the wood with ease. 

“Before I could believe it, he 
handed me the money for the 
shears and went out with a great 
big smile on his face.” 


Copy this form on a penny 
post card if more than one 








Just Register—Paste Coupon on Penny Postal Card—Mail Today form is necessary. 


REGISTRATION FORM : 


HARDWARE AGE 
Retail Sales Idea Club, 
100 E. 42nd Street, New York, N. Y. 


| hereby register for membership in the Hardware Age Retai' Sales Idea 
. lama reader of Hardware Age and would like to take part in the activ- 
ities of this club, as often as | can. 


UN aS 


FORM TO 
REGISTER 


Name 
Firm St. 
City State 


| am submitting the following question or subject as worthy material for dis- 
cussion by this organization. 
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The firm features unusual displays like this in 
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its windws well in advance of the hunting season. 


Attract Local Hunters 


Orsi DING and 


unusual hunting goods windows 
are the rule at the store of the 
Cornwell & Keltie Hardware Co.., 
Glendale, Calif., and the firm be- 
lieves in installing them well in 
advance of the opening of the 
hunting season. These displays 
serve to remind hunters of the 
coming sport and show a wide va- 
riety of the equipment carried in 
the store. They have produced 
uniformly excellent results and the 
policy of pre-season installation is 
one that the firm follows in other 
lines of sporting goods throughout 
the year. 

The window shown above was 
very easy to produce and most of 
the materials used were secured 
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The Cornwell & Keltie Hardware 
Co. installs its displays early 
and reaps profits early and late 


from the surrouna:ng countryside. 
The background was of corrugated 
paper with the smooth side facing 
the front. On this was painted a 
series of mountain peaks, ordinary 
white paint being used for the 
purpose. Special lighting effects 
were secured by covering the 
lamps with sky-blue tissue paper. 
These lamps were located on the 


floor behind the brush. The folli- 


age and brush used in the back- 
ground were supported by wires 
strung across the window. A local 
taxidermist kindly loaned the buck 
hanging from the sapling tripod. 
On the leaf-covered floor were 
many items of merchandise, ar- 
ranged as they might be found in 
the ordinary hunting camp. Prac- 
tically every item needed by the 
unter was shown in this display. 
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OMFORT, conveni- 
ence and cleanliness have particu- 
lar appeal to the ladies when you 
are talking electric ranges and 
stoves or other major appliances. 
The idea of electric cookery is 
constantly gaining ground among 
the women of this country, thanks 
to broadcasts, consumer booklets 
and womens’ magazine editorial 
and advertising material on the 
subject. Showing electric ranges 
in model homes has also been a 
great help. And, although there 
is a variance as to the price of dif- 
ferent models and makes, sales of 
considerably more than $100 are 
not uncommon. 

There were, as of June 30, 1941, 
according to Edison Electric Insti- 
tute estimates, 26,400,513 wired 
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homes in this country. All of these 
homes cannot be considered “red 
hot” prospects for electrical cook- 
ery. Yet, the market is one of tre- 
mendous value and ever increas- 
ing size. Data from the National 
Electrical Manufacturers Associa- 
tion and the Edison Electric Insti- 
tute shows a steady rise in the sale 
of electric ranges and stoves. In 
the first eight months of this year 
515,796 units were sold, compared 
with 310,196 units in the same 
months of 1940. August, 1941, 
sales were 54,682 ranges and 
stoves as against but 31,515 in the 
same month last year. These gains 
may not indicate the true picture 
for your community, yet they 
strongly show increased national 
interest in and understanding of 
the use of electricity as a means of 
cooking. 


erchan 


To assist more hardware dealers 
to get a larger share of the big 
market for electric ranges and 
stoves HARDWARE AGE outlines a 
number of tested selling ideas used 
for electric cookery as well as for 
other major appliances. 


Here’s How to Sell ’Em! 


1—See that the buyer knows 
how. 


Even though a customer has 
seen demonstrations of the range 
in your store, have your installa- 
tion and delivery man make cer- 
tain that the lady of the house 
really knows how to operate the 
unit. Have the salesman who made 
the sale visit the user several days 
after installation, just to be sure 
that the customer is pleased with 
the unit and can use it properly. 
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ise| Electric Ranges and Stoves 
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The idea of electric cookery is 


gaining ground and the hardware 


dealer will profit by supplying the 
equipment that makes it possible 


By KENNETH A. HEALE 
Associate Editor 
of Hardware Age 


2—Offer time payment sales. 


Permit good credit risks to buy 
on time, or deferred payment 
plans. Should the paper be han- 
dled by a finance company the 
idea of having payments made at 
your store is always a good traf- 
fic builder. With the new federal 
regulations concerning installment 
selling the hardware dealer now 
gets a real “break,” for he no long- 
er faces ““$1 down and $1 when you 
catch me” competition. Regula- 
tion W affecting retail merchants, 
as issued in bulletin form by the 
Board of Governors of the Federal 
Reserve System, on a number of 




















“A nearby butcher shop displayed 

a sign inviting customers to visit 

the hardware store to get house- 
hold hint booklets.” 


specified items including “cooking 
stoves and ranges with less than 
seven heating surfaces” limits pay- 
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ment period to 18 months. On 
stoves and ranges in the above 
classification, not more than 80 
per cent of the basis price may be 
on a credit basis. The basis price 
of such electric ranges and stoves, 
under this regulation, “shall be the 
bona fide cash purchase price of 
the article and accessories pur- 
chased, including any sales taxes 
thereon and any bona fide delivery 
and installation charges, minus the 
amount of any allowance made by 
the seller for any article traded-in 
by the purchaser (including as 
such a trade-in anything which the 
seller buys or arranges to have 
bought from the purchaser at or 
about the time of the purchase of 
the listed article).” All hardware 
dealers selling merchandise on in- 
stallment contracts are subject to 
the regulation whether they carry 
the paper or have it refinanced by 
a finance company. Merchants 
have been granted a general li- 
cense to engage in the selling of 
goods on installment terms until 
Dec. 31, 1941, by the regulation. 
To continue this type of selling 
after that date a license is required 
and may be obtained by filing with 
the Federal Reserve Bank of the 
district in which the dealer is lo- 
cated. A complete report on the 
regulation was published in the 
Oct. 2, 1941, issue of HaRDWARF 
AcE beginning on page 28. 





3—Know your electric rates. 


Know the local rates and figure 
out the average costs per month 
for users in your community, in- 
stead of just telling a customer 
that electric cookery is not expen- 
sive. 


4—Give them window display 
space. 

Electric ranges are high units of 
sale and it is an excellent idea to 
give them window display space 
from time to time. The use of 
manufacturers’ display material, 
and the addition of cooking uten- 
sils, etc., to the display, helps tell 
and sell the complete story. 


5—Find what the customer 
will pay. 

Whenever possible, try to find 
out how much the prospect is will- 
ing to pay for an electric range. 
As a far western dealer says about 
major appliances in general, “Al- 
though we try to get prospects to 
look at higher quality models we 
first try to find out what price they 
are able and willing to pay.” 


6—Get food store coopera- 
tion. 


Following the idea of a south- 
western hardware firm, try to get 
a nearby butcher shop to displav 
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a sign inviting cuslomets tu visil 
your store to get household hint 
booklets. The mentioned 
here, had such a sign in a new 
super market across the street. The 


store, 


sign suggested customers call at 
the hardware store “for free book- 
let on home hints in selecting and 
cooking meats.” Many direct sales 


“Displaying cooking utensils on 

electric ranges and stoves adds 

atmosphere, as well as possible 
additional sales.” 


of appliances resulted from this 
idea. An average of 12 women a 
day called at the hardware store in 
response to the invitation. 


7—Offer to make a kitchen 
survey. 

When you have a prospect for 
the sale of a range, it’s a good idea 
to offer to make a free survey of 
the kitchen. Such an offer pro- 
vides a Tennessee hardware dealer 
with an opportunity to discuss the 
advantages of a complete electric 
kitchen. When a customer is 
shown that the layout will elimi- 
nate additional and unnecessary 
work there is the possibility of 
selling the idea of re-location of 
equipment and appliances. This 
provides extra profits in the sale 
of electrical and plumbing sup- 
plies, etc. 


8—Pave the way with litera- 
ture. 


From time to time, mail circu- 
lar matter on the lines you offer 
to prospects’ homes, even if they 
haven’t indicated a definite desire. 
Then, when your outside salesman 
calls to talk about the idea, the 
prospect has some advance knowl- 
edge of the subject of cooking by 
electricity. 
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9—Sell your repair services. 


A suburban store in Illinois, 
after handling appliances for a 
long time, decided to really sell its 
repair service. Personal letters to 
people in the community told of 
the service offered. Says the deal- 
er, “Although we had repaired ap- 
pliances for some time past, we 
did not previously go out and sell 
these services. We are going after 
more repair business as a means 
of getting greater business on ap- 
pliances of all kinds.” 


10—Identify your range de- 
partment. 


Many hardware stores with the 
necessary space maintain their ma- 
jor appliance displays in separate 
rooms, annex stores or in the base- 
ments or upper floors. When the 
section can be reached by a stair- 
case, have a large prominently lo- 
cated sign calling attention to the 
display. Some dealers use electri- 
cally lighted, colored signs read- 
ing, “To the appliance showroom” 
or “See our Stove and Appliance 


Showroom Downstairs.” 


l1l—Employ outside sales- 
men. 


A Pennsylvania hardware dealer 
employing outside salesmen, who 
receive a nominal salary plus com- 
mission on sales made, also has his 
men do survey work. He says that 
separate cards are used by each 
salesmen and adds, “The salesman 
lists the name and address of the 
woman interviewed, the various 
appliances in use, and the names 
and approximate age of each. If 
the person interviewed indicates 
interest in any new appliances the 
salesman notes it on the card.” 
The cards give a complete appli- 
ance picture to the dealer and 
from them leads are given out to 
salesmen. 


12—Accept trade-ins. 


Says a Minnesota dealer, “We 
will take trade-ins on major items 
that are in a salable condition.” 
An Oklahoma dealer, who does not 
have room for stocking them, re- 
sells trade-in units to a used appli- 
ance dealer who is located in a city 
where there is a ready market for 
such equipment. 


13—Show them in a model 
kitchen. 


A Missouri dealer uses model 
kitchen set-ups to sell not only 
complete installations but individ- 
ual units including electric ranges. 
As the range and other electrical 
equipment in the model kitchen 
are ready for operation, it is an 
easy matter to demonstrate the 
heat provided by an electric range 
as well as the speed with which the 
burner heats up. 


14—Have trained salesmen. 


All of the salesmen in an Ohio 
hardware store know the talking 
points of electric ranges and elec- 
tric cooking, as well as those of 
other appliances. Two of them, 
however, are specialists in the line 
and devote their entire time to 
pushing major equipment. These 
men divide their time between in- 
side and outside selling, and their 
sales talks on the different lines 
are checked over by the manager 
from time to time. A Massachu- 


setts dealer in a territory having 
Finnish and French customers has 
salesmen who can speak those lan- 
guages. A southern hardware mer- 


“Some dealers watch the social 
items in order to find out who 
is going to be married and to 
learn of new arrivals in town.” 


chant in a city with a large colored 
population has one colored man 
who is employed to sell to the cus- 
tomers of his race. 


15—Show cooking utensils on 
ranges. 

Displaying cooking utensils on 
electric ranges and stoves adds at- 
mosphere, as well as possible addi- 
tional sales. 
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EVERY SHOOTER 
TO HIS OWN TASTE — 
IF HE SHOOTS 
““KLEANBORE” .22’s! 


It used te be that when a cus- 
tomer wanted to shoot a .22 rifle, 
he just asked for a box of .22’s 

-and that was that. 

Today, Remington provides .22 
ammunition designed for what- 
ever type of shooting your cus- 
tomer plans to do. For formal 
competition, there is_ special 
Remington match ammunition, 
but for all kinds of everyday 
shooting, one or the other of the 
two types of Remington .22’s is 
just right. 

The first, Kleanbore Hi-Speed, 
has maximum power, highest 
speed. It is accurate, delivers a 
terrific wallop, travels with flat 
trajectory. It’s what the major- 
ity of small game and pest 
shooters are looking for. 

However, for those shooters 
not wanting this extra power, 
Remington makes a second type 
of .22 cartridge—New Improved 
Kleanbore. It has moderate pow- 
er, is very accurate, and is the 
preferred ammunition among a 
lot of shooters for plinking, and 
informal target shooting. You'll 
certainly build good will if you 
sell your customers the kind of 
.22 they really want. 


( A@vertisement ) 
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TURKEY TALK 


Just as the turkey is the symbol 
of Thanksgiving, so it also serves 
to show the close association be- 
tween American customs and the 
great American sport of hunting. 
For the turkey began its long term 
as the “noble bird of Thanksgiv- 
ing” three hundred and twenty 
years ago, when Governor Brad- 
ford of the Massachusetts Colony 
proclaimed a feast of Thanksgiv- 
ing. He sent his men into the 
woods to hunt for game, and the 
wild turkeys they brought back 
established the “turkey tradition” 
that has never been broken. 


A great many of today’s whole- 
some, pleasant customs and in- 
stitutions go far back into our 
history, when a gun was a man’s 
provider, as well as his constant 
companion ... 


Incidentally, “turkey talk has 
its place in modern selling meth- 


ods. That is, straightforward 
“talking turkey” about the fea- 
tures of your products. The qual- 
ity wares you handle have selling 
points that warrant such candor. 
Your customers will appreciate it. 














WE'D BE EATIN’ 
TURKEY NOW IF 


“KLEAN BORE” 


“Shur Shot’, ‘‘Kleanbore”’ 
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YOU'D BEEN SHOOTIN’ 


shot pellets. 


tomer. 





and ‘“‘Hi-Speed’’ are Reg. U. S. Pat. Off. by Remington Arms Co., 


with an experienced hunter in 
your locality about shot sizes 
will help you to help your cus- 
Or just write us for 
shot size information. 










HELP YOUR CUSTOMERS 
GET MORE GAME 


By recommending the most effective shot sizes 


Through close contact with shotgun shooters every- 
where, and by studying the results of innumerable 
factory tests, we are able to recommend the most 
effective shot sizes for practically every type of game. 
Each shot size has been tried and proven by experts. 


Suggesting the right shot size can help you build re- 
peat sales, because your customers stand a better 
chance of “bringing home the bacon.” 


Don’t forget that local hunting 
conditions sometimes influence 
the size of shot that should be 
used. We usually recommend 
two or more sizes; in some re- 
gions, conditions of cover and 
manner of shooting call for 
longer shots with larger sized 


A word or two 













Inc., Bridgeport, Conn. 





















16—Advertise your ranges. 


A Michigan dealer who con- 
stantly advertises appliances, says, 
“Advertising the lower priced 
model helps convince customers 
that they can afford the appliance. 
Once they have decided to buy, a 
few extra payments or a slightly 
higher price are not serious obsta- 
cles for the good salesman to over- 
come. Nine times out of ten the 
customer will buy an appliance 
other than the competitively priced 
unit featured in the advertising.” 


17—Have “call backs’’. 


The same dealer says, “ ‘Call 
backs’ on customers who have pur- 
chased appliances are an impor- 
tant factor in building repeat busi- 
ness. Once the customer buys an 
appliance he remains on the pros- 
pect list until the house has been 
completely electrified.” 


18—Be willing to take back 


“trade ins”. 


A New England hardware deal- 
er who allows trade-ins on ranges, 
and other electrical appliances 
which are in salable condition, re- 
sells them to customers. When a 
customer wants the store to take 
back the “trade in” for part pay- 
ment on a new unit, he allows full 
credit, within reasonable time, to- 
ward the purchase of a new unit. 


19—Watch the social columns 

Some dealers watch the social 
items, particularly in smaller 
towns in order to find out who is 


going to be married and to learn 
of new arrivals in town, etc. 
Prompt follew through on such 
news can often result in sales of 


“Cooking schools, either in your 
store or rented quarters always 
help develop prospect lists.” 


major appliances, such as electric 
ranges, etc., which might not 
otherwise be made. 


20—Hold cooking schools. 


Cooking schools, either in your 
store or in rented quarters, always 
help develop prospect lists. Some 
dealers, in cooperation with utility 
companies, join together with com- 
petitors to sponsor cooking schools 
in school houses, lodge halls, etc.. 
selling the idea of electric cookery 
rather than trying to sell units. 


21—Hold store demonstra- 
tions. 


Regular demonstrations, for se- 
lected small groups of housewares. 


are frequently held in the appli- 
ance department of a California 
hardware store which maintains a 
model kitchen. A complete elec- 
trically cooked meal is served and 
the dishes are then washed in an 
electric dishwasher. When the 
group attending the demonstration 
is small prospects ask many ques- 
tions and evince greater interest 
than when a larger and more or 
less public demonstration is being 
given. Ladies are selected from a 
list of prospects who are known to 
be really interested. 

An excellent help in the planning 
of store demonstrations is the 
Manual of Electric Cookery issued 
by the Electric Range Section, Na- 
tional Electrical Manufacturers 
Association, 155 E. 44th St., New 
York City. Any hardware store. 
handling electric ranges and 
stoves, can obtain a copy of this 
manual free of charge. Additional 
copies are available at 5 cents per 
copy. Included in the manual are 
brief descriptions of the various 
parts and functions of electric 
ranges, data for helping custom- 
ers select the proper model and a 
brief section on kitchen planning. 
There are also the steps in demon- 
strating preparation of well cook- 
ed meals, oven meals and in dem- 
onstrating surface cookery and the 
proper use of the broiler. Sug- 
gested recipes for the various types 
of demonstration are also among 
the numerous features which are 
included. 





BIBLICAL WINDOW DISPLAYS POPULAR IN THIS TOWN 


Last Christmas, for the fourth consecutive Yuletide season, J. B. Reed & Son, Inc., Millerton, N. Y., a 
town of 1000 population, used non-commercial Christmas biblical scene windows. The display depicted the 


shepherds on their way to pay homage to the infant Jesus. 


Clark H. Denison, of the firm, says, “The idea 


has taken hold in this community and I can highly recommend it to any dealer as a very worth while idea. 
Other merchants in our town like it for it brings business to Millerton that would not otherwise be attracted.” 
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n- Advertised consistently year in and year out . . . accepted 

k. wherever paint is sold as representative of the highest in 

: paint quality . . . Kyanize now is hailed by a growing army ™ , a : 

: of users as the LIFE of the surface. Fine quality products win more 

x. Dealers consequently find the Kyanize line opens a quick steady customers for LIFE 

a responsive outlet for their profit pursuits. It’s smart. It’s ee 

: compact. It moves. - =e 95 8 

mt Now for the busy months ahead, new features have been brings new buyers to LIFE 
added to make Kyanize an even more active performer in Colorful edt aii 
the sales arena . . . new displays . . . new point-of-sale ee Se ite 
help . . . new and more exciting national advertising. promotes brighter home LIFE 

e Kyanize dealers will want to send the coupon for a preview 


of the new campaign. Other dealers in epen territory should 
not fail to clip and mail the coupon for an eye-opener to 
new fields of opportunity. 


BOSTON VARNISH COMPANY 


a QImMlze 
, PAINTS * VARNISHES « ENAMELS 


Kyorize \s THE //FE OF THE SURFACE 
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Dolls, doll houses 

and many other toy 

sets in this bright- 

ly illuminated fixture 
pulled traffic through 

the entire store to the 
rear where it was located. 


i toy opening. 


advertising, interior displays and 
store decorations are all carefully 


Backgrounds of green 
and white crepe pa- 
per and the colorful 
pieces of holly pro- 
vided an attractive 
setting for numerous 
gifts of housewares. 


and completely planned before the 
West Side Hardware Co., Evans- 
ville, Ind., launches into the 
Christmas selling season. This 


thinking ahead has paid good 


dividends, according to Manager 
Joe Lintzenich. Holiday business 
is increasing every year, more 
people come to the store, and once 
started they continue to seek other 
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Games, small pull toys and 
stuffed animals showed up 
better in sidewall cases. 
Regular stocks were con- 
solidated or removed to 
provide the needed space. 


of their needs from this firm the 
year round. 

Full page advertisements were 
used to announce the 1940 gala 
toy opening. This was followed up 
with distribution of a colorful toy 
circular and a little later on by an 
attractive gift circular. Arrange- 
ments were made whereby this 
material was inserted and deliver- 
ed with the daily newspapers, thus 
insuring consumer acceptance of 
the piece. 

All interior displays were ready 
immediately after Thanksgiving. 


MAMIE 
. 


Toy opening, advertising, interior 
displays and store decorations 


aided the West Side Hardware Co. 


Stepped Up Yuletide Sales 


Each employee was responsible for 
the appearance and maintenance 
of the stock in a certain section 
of the store. Girl employees 
handled the housewares because 
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the feminine touch is important in 
presenting these items. 

In order to show the large va- 
riety of toys and games it was 
necessary to consolidate some 


stocks and remove others entirely 
from their usual departments. 
Games, sewing sets and boxed 
eift items were shown in sidewall 
cases wherever possible for they 


Toys were displayed 
to decided advantage 
in this large window 
of “L” shape during 
the entire period of 
the holidays, result— 
increased toy sales. 











Upper left—A high shelf in the center of this platform for wheel goods display provided additional space for 


smaller items of this line. 


—This platform space at the right was ideal for showing toy furniture. ; 
displays were revamped and were given an Xmas decorative touch. 


looked better there and did not 
take up as much space as they did 
on tables. 

“We constructed a special fix- 
ture for displaying dolls, doll fur- 
niture and utensil sets,” says Mr. 
Lintzenich. “This brightly illu- 
minated and unusual display was 
located at the rear facing up the 
center aisle, and people entering 
the store naturally walked through 
the entire store to see it.” 

Holiday decorations served to 
create an enjoyable atmosphere. 
These consisted of three rows of 
colorful banners supported by 
wires across the store. Lighting 
fixtures were decorated in a simple 
manner which did not interfere 
with illumination. Festoons of red 
Cellophane attached to the fixture 
uprights added an extra spot of 
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color along the ‘sidewall. White 
corrugated board icicles along the 
fixture cornice also carried out 


Upper right—Mass displays of games were built on many of the tables. Lower left 
Lower right—Regular sporting goods 


the Christmas idea. These decora- 
tions were simple, easy to put up 
and last, but not least, inexpensive. 


Unusual Stand Adds Holiday 
Touch to Displays 


ERE’S an idea that can be used to good advan- 

tage for Christmas decoration purposes in the 
store. It consists of peppermint sticks made of curtain 
rods which have been painted (or dowel sticks for 
small stand) to support triangular shelves on which 
merchandise can be displayed. This can be used for 
floor, counter or window display purposes. The shelf 
edges are cut from either cardboard or tin and are 
painted to harmonize with the supporting sticks or 





rods which have been painted. This stand adds a touch 


of Yuletide atmosphere to the store. 
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THEY HANDED DOWN 


A TRADITION... 


|nolependence Off Like a familiar landmark to a be- 


wildered traveler, stands the faith 


Thought ano Lrade of America’s pioneers. . . a steady- 


ing reminder in today’s turmoil 





that principles and ideals remain 

long after all else is forgotten. At 

this Thanksgiving it is particularly 
appropriate that we recognize the source of those principles .which have 
made America great . . . that independence of thought and trade which is 
traditionally the backbone of our economic security. 
Master Lock Company is proud of its part in perpetuating basic American 
principles . . . thankful to its jobber-dealer friends for their cooperation in 
carrying on the tradition of independent trade which has done so much for 


the progress and prosperity of all Americans. 


MASTER LOCK COMPANY, Milwaukee, Wis., U. S. A. 5 WENGE Padlocks 
Worlds Leading Tadlock Mamugacturtrs ; LAMINATED - WROUGHT STEEL ~ DOUBLE CASE 
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Store traffic increased 
when prospects received 
goodly assortments of 
this type of consumer 
material delivered in 
orange kraft nail bags. 















| Packs Real Selling Punch 


tle Falls Hardware Co. 
The Little rene 


R uses novel metho ial 
, EGARDLESS of oF matert 
i the media used, the big idea of re- out 1ts advertising 


tail hardware advertising is to pull 
store traffic so that both advertised 
and unadvertised merchandise can 









be sold. Then the really good sales- Fred S. Foster, former traveling _—_Little Falls Hardware Co., Inc., 
man does his work by selling cus- _— salesman for a tool manufacturer, _Little Falls, N. J., a community 
tomers more or better items than —_ uses newspaper advertising for the — with a population of 6000. He has 
those advertised. various wares and services of the (Continued on page 89) 
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SAWS 


@ Many plants and businesses recognize their own direct 
responsibility when they see or hear the industrial battle cry, “Keep 
'Em Flying.” Less spectacular, though equally essential, is the defense 
role of establishments like the retail hardware store. The hardware 
dealer's important contribution is to continue to serve well the men 
who depend on him for the tools of their trade. 


Among these men indispensable to defense—and who need 
dependable tools to do their job— timber cutters, mechanics, wood- 
workers and carpenters on army, navy and aircraft projects as 
well as essential domestic items. Add to these the farmer now 
building to store “defense” crops ... the house owner who now 
does his own repair and maintenence. Thus, although business as 
usual may not be possible at this time, we owe it to the Nation to 
keep every activity not connected with armaments as near normal 
as can be. So “Keep 'Em Buying.” Keep the men who are helping 
directly or indirectly to make America strong supplied with quality 
tools. Keep a good assortment of Atkins Saws always on hand. 


E. C. ATKINS AND COMPANY 


410 South Illinois Street Indianapolis, Indiana 


- = 


eqePreD UP PRODUCTION Fop 


NATIONAL DEFENSE 











What Do You Know About 


Our Railroads 


Our railroads have never quit, 
but, despite that fact, they have 
had few words of appreciation 


By SAUNDERS NORVELL 


oe I was a small 


child my nurse used to take me to 
a “cut” back of our home where 
we could stand on a bank and 
watch the trains go by. To me this 
was a great adventure. I could 
hardly wait for “train time.” How 
little did I realize that in the years 
to come railroads, trains, and rail- 
road men would cut such a large 
figure in my life. 

In my early days railroads were 
being built all over the West. They 
were the forerunners of the great 
development of all of our states. 
There is no more exciting history 
in the United States than that of 
the great railroad building days. 

The importance and extent of 
railroad service to this country 
past and present is not known or 
appreciated even by well-educated, 
well-informed people. When you 
read up-to-date statistics you are 
just dumbfounded and amazed 
and rather humiliated that you 
knew so little about the familiar 
railroad. 

I have a great respect for rail- 
road men. I have watched them at 
work for years. Their watchful- 
ness over the safety and comfort 
of their passengers is an example 
to all of us. 

You could attach a tag to a 
small child and send him in safety 
—alone—in care of railroad men 
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from one end of this country to the 
other. It has been done. 

But here’s a new one. I'm a 
commuter on the New York, New 
Haven and Hartford Railroad. A 
friend of mine, a white-haired con- 
ductor, stopped near my seat and 
took a piece of ice out of the drink- 
ing water tank. “Must be fixing a 
highball,” I remarked. “No,” he 
answered, “I’m helping out a lady 
who’s in trouble.” Then he ex- 
plained that this lady had picked 
up a large horrible, soft, sticky 
piece of chewing gum on the bot- 
tom of her shoe.’ She called on 
him for help. He knew the answer. 
Ice would freeze the gum and as 
soon as it was frozen it would fall 


off. 


100 Per Cent Service 


I have traveled on railroads all 
over this country for over 50 
years. For 10 years, as a sales- 
man, I traveled 1000 miles a 
month, 12,000 miles a year and in 
10 years 120,000 miles. Now I 
commute about 50 miles a day. I 
have commuted for 25 years. | 
have crossed the continent many 
times. I travel from Canada to 
Texas. Never in all this traveling 
have I been in an accident and 
never have I suffered the slightest 
scratch! And, I may also add, | 


SAUNDERS NORVELL 


only remember a train being “be- 
hind time” a very few times. 

I haven’t been very careful of 
myself either. One of the most 
thrilling trips I ever took was on 
the “cow catcher” of the old Colo- 
rado Midland R. R. in the Rocky 
Mountains. I shall never forget 
that experience, winding around 
the mountains, crossing bridges, 
running along precipices—I was 
glad to crawl off. 

Now—this just leads up to the 
HarpwareE AcE Retail Sales Idea 
Club. There are now over 1000 
enthusiastic members. I have been 
intensely interested in reading 
their postals and letters. We edi- 
tors have been more or less guess- 
ing as to what the hardware clerks 
of this country wanted to know; 
what kind of articles they wanted 
to read; what they thought about 
advertisemeats and all that. Now 
after carefully reading their letters 
we do not have to “guess”—we 
know. Probably few trade publi- 
cations have the “inside dope” we 

(Continued on page 86) 
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one-third 


Four the stock, the 


investment: that’s the Polyflex story in 


times 


a nutshell! For the Lockwood line of 
Polyflex forged brass knob bodies has 
metal interchangeable tops in four basic 
designs. These give you the equivalent 
of four complete knobs for every stand- 
ard Polyflex body in your stock. 

Polyflex is even more flexible — you 
may also offer these same bodies with 
tops in color plastic. Seven colors are 
available, to contrast or harmonize 
with any decorative scheme: ivory, 
black, blue, green, vellow, red, orchid. 

Shown above is a Polyflex unit with 


Jolyflex 


black plastic knob top. It has a simple 
rose and cylinder collar and is used with 
a Lockwood lock having Equipoise 
(balanced) action. This assembly pro- 
vides a dignified treatment, thoroughly 
suitable for a fine residence, office, ho- 
tel, or hospital. 

Polyflex may be used with any Lock- 
wood mortise lock or latch set. You can 
feature and sell it with utmost confi- 
dence. For Polytlex is designed and 
built in the traditional Lockwood way 
— to make it the finest example of its 
kind in the builders’ hardware field. 

Lockwood is advertising Polytlex to 


leading architects all over the country 

full pages in full color in architec- 
tural publications. We’d like to tell you 
more about Polyflex and other modern 
Lockwood developments in builders’ 
hardware. 

Lockwood Hardware Mfg. Co., Di- 
vision of Independent Lock Company, 
Fitchburg, Massachusetts. 


rry 
Liberal use of plastics in builders’ 
hardware will release important metals 


for defense production. Lockwood is 
ready! 


ANOTHER DEVELOPMENT IN 


LOCKWOOD 


BUILDERS’ HARDWARE 

































































ILCO Ball Bearing DOOR CLOSER 
This rugged rack-and-pinion ball! bearing Super 
Closer will deliver, size for size, more power 
with less friction than any other closer on the 
market. 





ILCO Universal DOOR CLOSER 


This modern, efficient liquid closer is built to 
stand up under the most severe usage. Accu- 
rately adjustable to any condition. For univer- 
sal mounting either right or left hand without 
change of parts. 





ILCO Universal DOOR CLOSER, No. 650 


For light inside doors, screen and storm doors. 
Has substantially the same features as the large 
ILCO Universal models. For universal applica- 
tion either right or left hand without change 
of parts. 

















WKDOORS ARE WIDE OPEN 


q@ L4 1 DOOR CLOSERS 

































FOR CLOSER SALES! 


In these hurried days there’s no happy medium about doors— 
they slam shut with a nerve-shattering clatter or they yawn 
wide open. 

Put an ILCO Closer on an ILCO working display mount on 
your counter—where all your customers can try it. It will sug- 
gest to every one of them how easy it is to get rid of that door 
slamming and cold draft annoyance. You'll see your closer 
sales going up—there are plenty of doors in your neighbor- 
hood that need ILCO! 

ILCO gives you a full line to meet every need—for stores, 
theatres, apartments, offices, hotels, hospitals, and every sort 
of building . . . and for the fast-growing home market. ILCO 
Closers are built as you’d expect them to be—for long, trouble- 
free, satisfying service. All are guaranteed against defective 
materials and workmanship for a period of two years. 

This big market is growing bigger. Ride it hard. Write to- 


day for full information. 


INDEPENDENT LOCK COMPANY 


Fitchburg, Massachusetts 


Branches in all Principal Cities 


USE THIS ON YOUR COUNTER 
OR IN YOUR WINDOW 
FOR MORE SALES! 


This attractive, colored display card 
tells the closer story at a glance! Use 
it with an ILCO working display j 
mount. Both are FREE with order... 
write for proposition today! 
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Planning Your Christmas 


Merchandising Activities 


Hix are a number 


of other points to be considered 
in the Christmas merchandising 
program, in addition to those cov- 
ered on pages 114-116 of the 
Oct. 30, 1941, issue of HARDWARE 
AGE. 


Interior Displays 


The location of merchandise 
and the arrangement of suitable 
displays for the holidays is a job 
that requires considerable plan- 


ning. It should not be done hap- 
hazardly if the best results are to 
be attained. Each display should 
be planned and located in_ its 
particular spot for a definite rea- 
son, 

Toys are probably the most im- 
portant groups of merchandise to 
be considered. In practically all 
cases, staple lines must be removed 
from tables and sidewall equip- 
ment or special fixtures must be 
developed that permit the showing 
of both toys and staples. Spe- 
cial fixtures for the tops of tables, 


which will accomplish this end, 
are in general use. The advantage 
of such equipment is obvious. 


Location 


In many stores, displays of toys 
are located in various parts of the 
establishment. This arrangement 
usually results when staple lines 
are remoyed from tables and the 
space is used for holiday merchan- 
dise. When the fixtures are used 
to cover the regular merchandise, 
the toys can be segregated. 
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CHRISTMAS HOUSEWARES WINDOW 


Merchandise: Coffee urn sets, oval roasters, electric toasters, broilers, coffee 
makers, twin waffle makers, glass double boilers, custard cups, oven-proof casseroles, 
carving sets, clocks, baking dishes, sharpening steels, sandwich makers, pressure 
cookers, stainless steel double boilers and skillets, casseroles in frames, pie plates, 
waffle irons, drink and food mixers, percolators, electric roaster-ovens. 


Background: Dark blue star design of corrugated board or wallboard painted. 
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Wreath on center panel in white. 





Cut-out letters in silver and red. 











Some dealers believe it is better 
to have all toys shown in one 
section so that customers may 
shop with less effort. Others feel 
that if displays are spread around, 
so to speak, customers will circu- 
late more and, therefore, will see 
other gift goods on display. 

The greater effectiveness of ta- 
bles located in the vicinity of the 
wrapping counter should be con- 
sidered when arranging displays. 
Christmas tree lights and decora- 
tions are items that sell particu- 
larly well at this point. 


Types of Displays 

Due to the shortness of the holi- 
day period, displays that will sell 
the most merchandise in the short- 
est time are the types to use. The 
mass display is generally accepted 
as the best one to do this kind of 
job. It cannot be employed for 
all items, but it is very effective in 
showing and selling games, small 
boxed toys, etc. 

Wheeled goods, toy furniture, 
and doll carriages must be shown 


on the floor, platforms, or in spe- 
cial racks. In showing this mer- 
chandise, variety is usually a more 
important factor than quantity. 


Show Cards and 
Price Cards 


Price should be featured on all 
items if they are to sell quickly 
and in volume. Therefore, proper 
pricing of displays of holiday 
goods is extremely important. It 
is also more difficult due to the 
wide variation in the size of the 
items and the display boxes in 
which they are packed. Show 
cards will be much more effective 
to use in pricing than the smaller 
price tickets. 

Show card stands with adjusta- 
ble stems will help solve some of 
the problems. Another type of 
card holder having a lead base 
with wire spring clip works very 
well where the card is placed on 
top of the merchandise. Card 
holders with short stands also are 
effective in front of a mass display 


where the display is higher than 
the holder. 


Christmas Openings 


Some fanfare is necessary to 
introduce the toy department and 
other holiday merchandise to the 
greatest number of people. Natu- 
rally, if toys are an important 
line, a merchant will strive to at- 
tract as many children as he can 
to the store during the opening. 

Incentives are helpful in attract- 
ing a large crowd on these occa- 
sions. Some dealers have used 
successfully gifts, such as candy 
or peanuts for the children, dem- 
onstrations of toys, even musical 
programs and, best of all, Santa 
Claus. Toy catalogs may be 
handed out at such gatherings. 

A record of those attending an 
opening should be secured by the 
adults in charge. The names of all 
children and parents, together with 
their addresses, should be re- 
corded in the registration book. 
This list of names makes a splen- 
did direct mail group. 
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SPORTING GOODS GIFT WINDOW 


Merchandise: Rifles, shotguns, air rifles, golf club and bag set, badminton rackets, 
tennis balls, catchers’ gloves, fielders’ gloves, baseballs, flashlights, ski shoes, skis, 
ski bindings, wax, ski poles, footballs, hockey sticks, ice skates, boxing gloves, basket- 
balls, tackle boxes, tennis rackets, fishing reels and line, casting rods, fly rods, ath- 


letic hose. 


Background: Dark blue star design of corrugated board or wallboard painted. 


Wreath on center panel in white. 


Cut-out letters in silver and red. 
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No. 5908—Taylor Candy and Jelly Thermometer 
—Binoc Tubing makes it easier to read.Scale 
resistant to fruit acids. Long-lasting, easy to 
keep clean. 1134” overall. Each in box with 
instructions, recipes. Each, $2.25* 


No. 5126-6’ —Taylor Indoor Wall Thermometer 
—Magnifying scale, easy to read. Black 
figures and graduations clearly marked. Back 
finished in walnut, ivory, or natural colors. 
Attractive ‘contrasting scale. Each in box. 
$1.10* each. 


*Prices slightly higher west of Rockies and in Canada. 
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TRUST A WOMAN... 


to know what’s good! 


U CAN COUNT on the ladies. ..they know what they 

like. And they don’t change their minds as often as 

you might think. Once they’re sold on a particular line 
of merchandise, they STAY sold! 

American women are sold on Taylor Instruments. For 
nearly a century they have depended on them for health- 
protection. Taylor is a name they know they can trust. 
And if the demands of national defense should ever 
temporarily slow down the deliveries of Taylor Instru- 
ments... the ladies won’t forget them. They never do. 

They will still be certain what instruments they’re 
going to demand, when they’re available. 


No. 5928 — Taylor Bake Oven Thermometer 
—Binoc Tubing, for easy reading in dim oven 
light. Enameled scale with figures, gradua- 
tions, baking termsin clear, contrasting black. 
Ventilated, shielded bulb. 6”high. In recipe file 
box withcards, recipes, instructions. $2.25* ea. 





DISPLAY THESE 
INSTRUMENTS 


IN ‘Taylor’ 


HEALTH LINE 











No. 5936—Taylor Roast Meat Thermometer 
—Helps roast meats right, reduces shrinkage, 
saves fuel. Various degrees for different meats 
indicated on ivory-color scale. Long-lasting. 
734” overall. Each in box. Complete with 
skewer. $1.50* each. 


ah aes i d 
No. 5316—Taylor Temprite Window Thermom- 
eter—Clear black figures against contrast- 
ing scale. Long-lasting, weather-resistant. 
One-piece bracket, easy to mount and adjust 
to correct reading angle. 814” overall. Each 
in box. $1.10* each. 

Prices subject to change without notice 
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SALES OF 1652 INDEPENDENT RETAIL HARDWARE DEALERS IN UNITED STATES 


September, 1941 











Dollar Sales 
Percent Change 
Sept., Sept., 


Number 1941 1941 


Cumulative Sales 











of vs. vs. Per- 
Firms  Sept., Aug., Sept., Sept., Aug., cent 9 months, 9 months, 
States by Regions Reporting 1940 1941 1941 1940 1941 Change 1941 1940 
Vew England 86 +33 +f 849,192 636,687 846,553 +22 7.905,730 6,490,700 
Maine ll +30 +1 92,474 71,274 91,697 +20 770,232 640,823 
Vermont and N. H. 14 +29 - 1 258,521 200,855 259,896 +17 1,898,851 1,628,210 
Massachusetts 47 +36 +2 403,800 297,547 397,212 +23 4,079,859 3,325,284 
Rhode Island * > ie. “tae : ee 
Connecticut ee ee Oe eee AC a a at 
Viddle Atlantic 189 +31 + 5 1,321,399 1,009,823 1,261,431 +17 11,870,981 10,105,896 
New York 24 +34 +9 143,290 107,205 131,005 +13 1,298,460 1,148,475 
New Jersey 8 +30 + 3 77,676 59,792 75,156 +12 712,943 643,758 
Pennsylvania 157 +31 +4 1,100,433 842,826 1,055,270 +18 9,859,578 8,322,663 
East North Central 469 +31 + 6 3,126,976 2,389,979 2,959,304 +21 26,871,397 22,131,197 
Ohio 146 +33 + 5 1,274,019 955,432 1,207,817 +21 9,955,086 8,251,289 
Indiana 71 +3] +7 305,128 232,377 285,266 +21 3,658,695 3,031,246 
Illinois 107 +27 + 9 661,905 520,196 607,403 +18 5,606,166 4,764,516 
Michigan ou) +27 + 2- 328,718 258,581 320,893 +25 3,171,708 2,543,809 
Wisconsin 101 +32 +4 557,206 423,393 537,925 +27 4,479,742 3,540,337 
West North Central 257 +23 + 7 992,817 808,662 931,618 +17 9,079,130 7,786,544 
Minnesota 26 +24 +7 180,788 145,956 169,313 +15 1,505,380 1,311,648 
lowa 67 +16 + 6 326,951 280,736 308,730 +13 2,847,392 2,527,395 
Missouri 50 +15 +9 142,806 123,646 130,433 +18 1,824,241 1,546,165 
North Dakota 10 +52 +8 44,151 29,056 40,946 +25 285,138 227,571 
South Dakota . . <6 - ee 
Nebraska 49 +22 +7 131,256 107,529 123,204 +13 996,207 880,633 
Kansas 52 +37 + 8 156,345 114,370 152,182 +26 1,541,128 1,224,375 
South Atlantic 73 +32 +5 586,880 444,880 557,935 +20 4,747,668 3,971,296 
Delaware eS a ie ee : ie ; 
Maryland ° ee arrears aan Fe bah cos ite 
Virginia 10 +20 —f 94,928 79,072 95,254 +18 777,509 660,976 
West Virginia 6 +34 —2 33,420 24,973 34,219 +24 251,670 202,885 
North Carolina > aa Pet ee he <i eee “¥ee = 
South Carolina 1] +29 +13 97,883 76,136 86,941 +22 768,707 631,628 
Georgia 22 +53 +13 167,027 109,098 148,025 +29 1,274,273 990,281 
Florida 17 +1] —?2 96,186 86,462 98,380 +10 1,166,790 1,056,082 
East South Central nid rts hs ee ee : : 
Kentucky 7 +30 + 3 47,455 36,521 45,986 +24 439,182 353,776 
Tennessee 10 +29 5 132,196 102,320 125,609 +23 1,061,070 863,510 
Alabama 13 +54 7 96,403 62,784 104,215 +34 984,407 736,728 
Mississippi . , ‘ow aeeeeews 
W est South Central ** : : are ee ee re, 
Arkansas 19 +29 + ] 109,576 84,750 108,505 +21 895,643 742,018 
Louisiana = : 3 
Oklahoma 39 +14 + 4 156,063 137,196 150,392 +13 1,397,884 1,241,735 
Texas 64 +36 + 7 591,189 433,216 551,083 +22 4,163,103 3,415,273 
Mountain 113 +31 + 6 920,046 701,109 871,165 +14 7,039,855 6,156,849 
Montana 28 +18 + 1 281,618 237,836 278,531 +13 1,982,172 1,748,447 
Idaho 21 +31 +7 127,789 97,651 119,104 +8 1,081,824 1,004,587 
Wyoming 8 + 8 —16 48,004 44,587 56,925 +12 415,102 372,056 
Colorado 35 +21 + 2 152,421 125,609 148,933 +11 1,077,496 966,381 
New Mexico 8 +71 +24 117,361 68,678 94,575 +19 881,998 739,127 
Arizona 8 +62 +14 161,860 100,096 141,638 +23 1,282,090 1,044,169 
Utah ° oe eas Sa ieea 6’ | ee OCP Pagan eee Oates 
Nevada ial jae — eee ea - ba eee Sa )  Gescee st Sd ae ene tase 
Pacific 307 +40 +1 2,333,135 1,666,153 2,314,744 +24 20,782,225 16,713,661 
Washington 49 +47 +4 349,317 236,869 334,964 +33 2,963,866 2,232,911 
Oregon 35 +37 + 5 450,668 328,230 427,240 +32 2,773,483 2,101,204 
California 223 +39 — 1 1,533,150 1,101,054 1,552,540 +22 15,044,876 12,379,546 
TOTAL 1,652 +32 + 4 $11,295,831 $8,537,399 $10,860,425 +20 $97,620,584 $81,037,078 
Chicago, Ill. 19 +28 + 8 61,339 47,884 56,641 +17 704,525 604,588 
Los Angeles, Cal. 32 +52 —l1 312,095 205,297 349,332 +31 2,491,256 1,903,304 
Portland, Ore. 12 +52 +5 42,201 27,726 40,105 +47 321,814 219,022 
San Francisco, Cal. 25 +46 +15 151,154 103,511 131,525 +20 1,040,587 867,971 
Seattle, Wash. 12 +52 + 3 24,658 16,272 23,908 +28 543,230 423,819 





ft Less than 0.5 per cent change. While states marked * and ** are included in grand total, figures for these states are 
not shown on chart because of insufficient data. Compiled by Bureau of the Census, U. S. Dept. of Commerce. 
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MEETING DEMAND 


Armies that work precede the Armies that fight in 
today’s great battle for World Freedom. The demand is 
ever greater for more tanks, more ships, more planes, 
more guns. In the production of all these things, shovels, 
scoops and spades have many an important job. 

To provide these, the big Magor plant was made even 
bigger in 1941. And we are going to keep on making 
these better steel products—for our Country—for our 
customers. 
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Now 
7, TIME TESTED 


Magor has been producing quality steel 
products for over forty years. Year after 
year, hardware men who stock and sell the 
Magor line have found extra profits for them- 
selves and extra satisfaction for their customers. 
Special steels specially treated are one reason for the 
better quality in Magor products. Scientific precision manu- 
facturing is another reason. And the entire Magor line is 
priced right. 

The Magor sales policy, developed for the hardware 
trade is another reason why more hardware men sell the 
Magor line each year. 
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WASHER PRODUCTION 


CUT 17 PER CENT; 164,410 UNITS 
SET AS A MAXIMUM QUOTA 


Manufacturers asked to carry out program of material substitution, 
redesign and re-specification: also to reduce the number of models. 


(Washington Bureau 
of HARDWARE AGE) 

Calculated to effect savings in 
steel, copper, zinc, chromium, 
nickel, tin, and other scarce ma- 
terial, OPM has issued an order 
designed to curtail the produc- 
tion of domestic washers by 
17.3 per cent for the five month 
period ending Dee. 31, 1941. 
The 17 per cent reduction is be- 
low the total average monthly 
factory sales for the preceding 12 
month period, and would permit 
a production of 164,410 units as 
a maximum quota. 

The Division of Civilian Sup- 
ply, which prepared the pro- 
gram after meetings with repre- 
sentatives of the industry, which 


normally produces approximately | 


11 per cent as many ironers as 
it does washers, told members of 
the industry that production es- 
tablished would be maximums, 
and that there was no guaran- 
tee that there will be sufficient 


materials available to reach these | 


maximums. 

OPM estimated that 1942 re- 
placement demand will be 750,- 
000 units. Production is ex- 
pected to meet this demand by 
a wide margin and still leave a 
substantial number of units for 
new installations, OPM said. 

Accompanying the order was a 
letter requesting manufacturers 
to carry out the following two 
point program: 

1. Make every effort to limit 
critical materials normally used 


Vonthly average sales 
12 months ended 
June 30, 1941. 


through the adoption of conser-| use of steel and other critical 
vation measures, such as substi- | materials. 
tution of less critical materials,| The rate of production cur- 


re-design and re-specifications. | tailment for companies of vary- 


2. Reduce the number of | ing sizes is set forth in the or- 
models made and concentrate on| der, higher percentages being 


the production of those models | applied to 


which make the most economical 


larger companies. 
This classification is shown below. 


AMEND INSTALMENT CREDIT LAW 


The Board of Governors of 
the Federal Reserve System has 
adopted, effective Dec. 1, 1941, 
several amendments to Regula- 
tion W, dealing with instalment 
credit. The amendments are 
mainly of an administrative and 
technical nature. 

The amendments include adop- 
tion of the so-called “purpose 
test,” requiring a borrower on 
an instalment loan, after Jan. 1, 
1942, to sign a statement as to 
the purpose of the loan; exempt- 
ing business instalment loans 
from the regulation, as well as 
loans to purchase or construct 
an entire building, and making 


ithe 18-month maximum matur- 


ity apply to all instalment loans 
of $1,500 or less, instead of 
$1,000 or less, as previously pro- 
vided. 

In addition, more liberal pro- 
visions have been adopted to fa- 
cilitate repayment of instalment 


|loans by farmers in accordance 


with the seasonal nature of their 
income. Also, in the case of so- 


Average reduction in 
current 5 months be- 
low average monthly 
sales in 12 months 
ended June 30, 1941. 


Class A 12,000 units up 20 per cent 
Class B 5,000 to 12,000 units 16 per cent 
Class C 1,200 to 5,000 units 12 per cent 
Class D 0 to 12,000 units 0 per cent 








called “add-ons,” options are 
provided—either the additional 
credit may be treated separately, 
or the combined credit may be 
paid in 15 months, the monthly 
payments to be not less than 
they would have been without 
the add-on. 

As amended, the regulation 
closes the loophole whereby, al- 
though dealers in listed articles 
were required ‘to obtain down 
payments, cash lenders were free 
to lend the full price unless the 
article was given as security for 








the loan. Other provisions are as 
follows: 

All instalment loans of $1,500 
or less which are not for the 
purpose of purchasing a listed 
article are made subject to the 
18-month maturity limit (except 
modernization loans, where the 
figure remains $1,000). 

Down payments of $2 or less 
will no longer be required; and 
the $5 minimum on monthly in- 
stalments (which was to become 
effective Jan. 1, 1942) is elim- 
inated. 

The extension of an instalment 
loan which is for the purpose of 
making a down payment on a 
listed article is prohibited. 

All business loans are ex- 
empted from the regulation un- 
less they are for the purpose of 
purchasing listed articles. 

The provision covering instal- 
ment credit for farmers permits 
any schedule of payments, if the 
down payment and maturity re- 
quirements of the regulation are 
complied with, and if one-half of 
the balance is paid within the 
first half of the maximum ma- 
turity. 

These amendments are effec- 
tive Dec. 1, 1941, and the pro- 
visions of the regulation which 
were to have become effective on 
Nov. 1 are postponed to Dec. 1. 

Distribution of copies of the 
amendments will be made _ by 
Federal Reserve Banks and 
Branches. 








PAINT AND VARNISH WAGE SCALE 
AT 50-CENT HOUR MINIMUM 


SCALE SET AT 40 CENTS IN SOUTH 


(Washington Bureau 
of HARDWARE AGB) 

A minimum wage of 40 cents 
an hour in the South and 50 
cents an hour for all other States 
has been ordered, effective Nov. 


6, by the Labor Department for 


workers in the paint and varnish 
industry, if employed by com- 
panies contracting with the gov- 
ernment. 

The order, issued under pro- 
visions of the Walsh-Healey pub- 
lic contracts act, defines the in- 
dustry to include the manufac- 
ture of “pigments or colors, either 
in dry or paste form, paints 
mixed ready for use or in dry 








or paste form; varnishes, lac- 
quers, enamels; fillers, putty, top 
dressings; paint and varnish re- 
movers; furniture and floor wax; 
and lacquer thinners.” 

The minimum wage rate fixed 
by the order is based on a wage 
survey tabulated by the research 
section of the division of public 
contracts, Labor Department, on 
information voluntarily sub- 
mitted by members of the indus- 
try through the National Paint, 
Varnish and Lacquer Association. 
Public hearings on the matter 
were first held by the Labor 
Department in October, 1940. 
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QUARTERMASTER CORPS 
TO SPREAD DEFENSE ORDERS 
MORE WIDELY THAN EVER BEFORE 


The Quartermaster Corps has 
taken steps to spread as widely 
as possible future National De- 
fense orders for the many items 
of supplies, material and equip- 
ment it procures for the Army, 
the War Department announced 
today. This will be done not 
only to distribute work among 
as many firms as possible but 
also to allocate orders on a 
geographical basis to the great- 
est possible extent. 

Of major importance in the 


new policy are two steps which 


will most directly affect business 


concerns that participate in the | 
National Defense program. These | 
are: Quartermaster Corps awards | 


will be made on a regional basis; 
and Prices will no longer be the 
dominating factor in making 
awards. 

In carrying out the first part 
of this new policy, the maximum 
quantities awarded to any bid- 


der will be limited and awards | 


will be made to as many re- 
gions, and to as many suppliers 
in each region, as is possible and 
practicable. 

The Quartermaster procure- 
ment districts will be the basis 
for this regional distribution of 
awards. 

Within reasonable limits, de- 
pending upon circumstances sur- 
rounding individual procurement 
orders, bid prices will not al- 
ways govern the award of con- 
tracts. Direct negotiations will 
he made with bidders in a par- 
ticular region where it is desired 
to make awards, when the bid 
prices are considered too high. 
Every reasonable effort will be 
made to induce such bidders to 
accept a stated quantity at what 
is considered a fair price to 
them. 

To eliminate another possible 
source of trouble in getting wide- 
spread distribution of awards, be- 
cause of the presence of large, 
efficient and low-cost producers 
of any particular item in a re- 
gion, procurement officers of the 
Quartermaster Corps have re- 
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ceived authority to rotate orders | 


among responsible bidders. Un- 
der this plan, bids, whether low 
or not, of previously successful 


bidders for any item or class of | 


items involved, will be disre- 
garded to the extent necessary to 
accomplish the principle of rota- 
tion and distribution of awards. 

A bid offering earlier delivery 
will get favorable attention if 
earlier deliveries are desired, but 
it will not be accepted to prej- 








udice the general distribution 
program unless such delivery is 
essential. 


Wherever possible, contracts 
will be let f.o.b., point of origin, 
with final inspection at that 
place. This will be done to fa- 
cilitate payment for the order, 
particularly to small contractors 
who may have difficulty in ob- 
taining adequate financial back- 
ing for their Defense efforts. 











STEEL ALLOCATION SYSTEM PLANNED 
FOR GRADUAL REPLACEMENT 
OF RATINGS 


The Supply Priorities and 


Allocations Board announced 


Nov. 1 that it had requested 
OPM to develop an allocation 
system for steel. Substantial 
steps in that direction have al- 


| ready been taken in the han.- | 

dling of orders for steel plate, | 
| and the system has also been 
| 


in use for some time in regard 
to pig iron. Extension of this 
policy throughout the industry 
means that distribution of steel 
through priority ratings will 
gradually be replaced first on 


those types of steel most in de- | 


mand for defense purposes. 
The system will be developed 


| through joint operation by sev- 


eral groups within OPM—prin- 
¢ipally the Division of Priori- 


ties, the Division of Civilian Sup- | 


ply and the Iron and Steel 
Branch of the Division of Mate- 
rials. Primary purpose of the 
step is to assure distribution of 
the available supply where it 
will do the most good. Opera- 
tion of the existing priorities sys- 
tem does not provide an ade- 
quate check against hoarding 
and the accumulation of exces- 
sive inventories. Furthermore, 
under priorities there is no sim- 
ple way by which the armed 
service and civilian consumers 











may be assured that the Nation’s 
overall steel production will be 
properly proportioned into the 
types of steel which are greatest 
in demand. 

This balancing of production 
would be achieved with Service 
requirements in mind so that the 
Army and Navy would be as- 
sured of an adequate flow o 
steel needed for defense. The 
allocation then could proceed in- 
dustry by industry and product 
by product. 





B-1 RATING ON FARM MACHINERY 








EDWARD F. PRITZLAFF 


Who was elected a member of 
the executive ‘committee, Na- 
tional Wholesale Hardware As- 
sociation, at its recent joint 
convention with the American 
Hardware Manufacturers’ Asso- 
ciation, at Atlantic City, Oct. 
13-16. Mr. Pritzlaff is secretary 
of the John Pritzlaff Hdwe. Co.. 

Milwaukee, Wis. 





DISTRIBUTOR FOR 
S-W REFRIGERATORS 


J. A. Williams Co., wholesale 
hardware firm of Pittsburgh, Pa., 
has been appointed distributor 
for Stewart-Warner refrigerators. 
The company acquired the fran- 
chise from the Brown-Dorrance 
Electric Co. and that company s 
vice-president, Robert Quinn, and 
several salesmen have joined the 
Williams company. 


EXTENDED TO NOVEMBER 30TH 


The provisions of the farm | 
machinery and equipment rating | 


plan which would have expired 
Oct. 31, have been extended un- 
til Nov. 30th by an order issued 
by Donald M. Nelson, Director 
of Priorities. The provisions in- 


der P-33, issued Aug. 20th, as- 
signed the highest civilian pref- 
erence rating, B-1 to deliveries 
of materials to manufacturers 
needing them for production of 
new farm machinery. 

Extension of the plan is neces- 
sary so there will be no break in 





the continuity of the farm equip- 
ment program. Work is under 
way on a broader plan to make 
materials available for new ma- 
chinery to carry out the Depart- 


| ment of Agriculture’s expanded 


1942 food production program. 
cluded in Preference Rating On. | — ee 


Another order grants an A-10 
rating on deliveries of materials 
necessary for the production of 
parts for the repair and main- 
tenance of existing farm equip- 
ment. This plan (P-32) expires 
Feb. 14, 1942, and is not affected 
by the extension of P-33. 
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DEFENSE OFFICIALS TOUR COUNTRY 
IN EFFORT TO SPREAD CONTRACTS 


To make sure that no qualified 
manufacturer misses an oppor- 
tunity to get a defense contract 
for lack of information, officers 
of the Army, Navy, and Maritime 
Commission, and the OPM began 
a tour of the country on Nov. 10 
in three special exhibit trains, 
painted red, white, and blue. The 
specials will carry exhibits con- 
sisting of samples of defense 
equipment and parts needed by 
the services to give prospective 
defense manufacturers a_ clear 
idea as to the types of articles 
needed. They will be supple- 
mented by blueprints and specifi- 
cations. 

The specials will be on the 
road a little more than a month. 
One will travel the eastern sea- 


board, the second will swing | 


through the Middle West, and 
the third will go to the West 


Coast, and return via the South. 
Officials aboard the trains will 
endeavor to determine what type 
of defense equipment manufac- 
turers are capable of producing 
and guide those with suitable 
equipment either to defense con- 
tractors who have work to let 
under subcontracts or to the 
proper government procurement 
offices. In some instances the 
train staffs will initiate negotia- 
tions, which, carried through at 
regular field offices of the ser- 
vices, will result in contracts. 
Manufacturers may obtain ad- 
mission to the trains by writing 
to the nearest field offices of the 
OPM Contract Distribution Divi- 
sion, and, if they have not al- 
ready done so, supplying detailed 
information regarding machine 
‘tools and other equipment of 


pre } 
| their factories. 











OPM ANNOUNCES PLUMBING-HEATING 
OIL BURNER AND STOKER COMMITTEES 


(Washington Bureau 
of HARDWARE AGE) 
OPM has announced appoint- 
ment of a plumbing and heating 
defense industry advisory com- 
mittee and an oil burner and 
stoker sub-committee. 
Members of the committee in- 
clude: 
George Hoffman, manager. 


Chicago; William M. Byrd, vice- 
president, Alabama Pipe Co., An- 
niston, Ala.; E. S. White, presi- 
dent, U. S. Radiator Corp., De- 
troit; W. L. McGrath, vice-presi- 
dent, Williamson Heater Co., 
Cincinnati; E. C. Sammons, vice- 
president, Iron Fireman Co., 
Portland, Ore.; J. A. Doucett, 
vice-president, Revere Copper & 
Brass, Inc., New York; R. L. 
O’Brien, president, Detroit Brass 
and Malleable Co., Detroit; O. 
L. Swats, assistant sales mana- 
ger, Grinnell Co., Inc., Provi- 
dence, R. I.; M. W. Dennison, 
trustee, Braman Dow & Co., Bos- 
ton; L. F. Hudepohl, president, 
T. S. Conner, Inc., Cincinnati. 
H. M. Reed, president, Ameri- 
can Radiator and Standard Sani- 
tary Corp., New York; Charles 
D. Wessells, president, D. C. 
Wessells & Sons Co., Detroit; M. 
F. May, vice-president, Young 
Radiator Co., Racine, Wis.; 
Frank C. Packer, assistant to 
president, Payne Furnace & Sup- 
ply Co., Beverly Hills, Calif.; 
Harold Sweatt, president, Min- 
neapolis - Honeywell Regulator 
Co., Minneapolis; N. H. Wiewel, 
assistant, general sales manager, 


| 
| 
| 
D.C. 


plumbing division, Crane Co., | 


| Jones & Laughlin Steel Co.. 
| Pittsburgh; R. L. Stewart, vice- 
president, Stockham Pipe & Fit- 
| tings Co., Birmingham; G. FE. 
| Mumma, assistant supervisory, 
| plumbing and heating division, 
Sears Roebuck & Co., Chicago: 
|and Edward Costello, Costello 
Engineering Co., Washington, 


Members of oil burner and 
stoker sub-committee are: 

E. C. Sammons, vice-president, 
Iron Fireman Co., Portland; J. 
R. Rainbault, manager A.C.C.R. 
Dept., General Electric Co., 
Bloomfield, N. J.; J. H. Simpson, 
vice-president, Hershey Machine 
& Foundry Co., Manheim, Pa.; 
Ross Sherman, president, Silent 
Glow Burner Corp., Hartford, 
Conn.; and L. A. Welsh, presi- 
dent, Hart Oil Burner Co., 
Peoria, Il. 


O. C. KIEHNE HEADS 
UPSON-WALTON CO. 


Q. C. Kiehne has become presi- 
dent of the Upson-Walton Co., 
Cleveland, Ohio, manufacturer of 
wire rope, rope accessories, and 
marine supplies. He succeeds 
C. H. Mathews who was made 
chairman of the board. 

Mr. Kiehne, formerly treasurer 
and comptroller of the company, 
joined Upson-Walton in 1932. He 
is a former secretary and trea- 
surer of the Dorn Electric Tool 
Co., and treasurer of the Black 





& Decker Electric Co. 
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DANIEL SIMONDS ELECTED PRESIDENT 


SIMONDS SAW AND STEEL CoO.; G. K. 
SIMONDS, JR., IS GENERAL MANAGER 


The board of directors of the 
Simonds Saw and Steel Co., 
Fitchburg, Mass., have elected 





DANIEL SIMONDS 


Daniel Simonds, president and 
chairman of the board and Gif- 
ford K. Simonds, Jr., 


the vacancies of those two of- 
fices caused by the death on Sept. 
2 of Alvan T. Simonds. By this 
election the active management 
of the Simonds company which 
was established at Fitchburg in 


general | 
manager of the company to fill | 





1832, now passes to the fourth 
generation of the Simonds fam- 
ily. 

The corporation operates the 
new controlled conditions factory 
at Fitchburg; a large factory for 
Canada at Montreal, Quebec, and 
an electric steel. mill at Lockport, 
N. Y., as well as sales branches 
throughout the United States and 
Canada, for the distribution of 
Simonds saws for cutting wood 
or metal, machine knives and 


files. 





GIFFORD K. SIMONDS, JR. 





DISTRICT MANAGERS 
FOR “AIRTEMP” 


William R. Groves has been 
appointed a district manager for 
Airtemp Division, Chrysler Corp., 
Dayton, Ohio. Mr. Groves, who 
will make his headquarters in 
Atlanta, Ga., was recently as- 
sociated with the Westinghouse 
Electric & Mfg. Co. in the mer- 
chandising division. Mr. Groves 
has also been associated with 
the Eureka Vacuum Cleaner Co. 
of Detroit, and with Frigidaire 
distributors in Charleston, W. 
Va., and Springfield, Ohio. 

Carl W. Millsom, Jr., has been 
appointed to the post of “Air- 
temp” district manager for west- 


ern New York State. Mr. Mill- 
som, who will make his head- 
quarters in Jamestown, N. Y., 


takes over the duties of William 
Dennison, who has been ad- 
vanced to the position of regional 
manager of Texas. 
Mr. Millsom has 
tinuously associated with the sale 


been con- 


and distribution of “Airtemp” | 


heating and air conditioning 
products since 1936, when he 
joined the Morgan Johnson Co. 
of Saginaw, Mich., as a sales en- 
gineer. Later Mr. Millsom at- 
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| This 


| about electric ranges and electric 





tended the Airtemp engineering 
school in Dayton and then be- 
came associated with the Cole- 
man Stratton Co., Buffalo, N. Y.. 
distributors for “Airtemp.” Early 
in 1940, Mr. Millsom organized 
his own company in Jamestown, 
N. Y., to wholesale “Airtemp” 
products in the Western New 
York area. 


ELECTRIC COOKERY MANUAL 
IS NOW AVAILABLE 
Twelve electric range manu 
facturers of the Electric Range 


Section of the National Electrical 
Manufacturers Association, have 








issued a 16-page booklet entitled. | 


“Manual 
book 


of Electric Cookery.” 
contains information 


cookery sought by consumers and 
consumer groups. 


The book was | 


prepared for the National Elee- | 


trical Manufacturers Association 


by Miss Eleanor Howe of Harvey | 
Some | 


and Howe, Inc., Chicago. 
of the chapter headings include, 
“Electricity as a Source of Heat,” 
“The Electric Range and Its 
Component Parts,” “How to Use 


the Surface Units,” “The Well 
Broiler,” 


Cooker,” “The “The 





Oven,” and “Use and Care of the 
Electric Range.” 

Information as to how copies 
of the Manual may be secured 
can be had by addressing Don 
Benson, executive secretary, Elec- 


tric Range Section, National 
Electrical Manufacturers Associa- 
tiony 155 East 44th Street, New 
York, N. Y. 


H. M. KRUSE REPRESENTS 
ALLIED ASPHALT 
Herman M. Kruse, 110F. S. 
Kingshighway, St. Louis, Mo., 
has been appointed manufactur- 
er’s representative for “U-Mix- 


It,” a weatherproofing made by | 


& Mineral | 


the Allied Asphalt 
Corp., 217 Broadway, New York 
City. 

FREEMAN HEADS SALES 
WABASH APPLIANCE CORP. 


Appointment of W. R. Free- 
man, as sales manager of 


continue to be directed by Philip 
Sperry, sales manager of that 
subsidiary. 

Mr. Freeman resigned the posi- 
tion of assistant general sales 
manager with Manning, Bowman 
& Co., Meriden, Conn., to come 








Wabash Appliance Corp., Brook- | 


lyn, N. Y., and its subsidiary, 
Birdseye Electric Corp., has been 
announced by A. M. Parker, 
president and general manager. 
Mr. Freeman will direct sales of 
all “Wabash” incandescent and 
“Birdseye” reflector lamps. Mr. 
Parker announced that sales of 
“Wabash” flash bulbs marketed 
through their subsidiary, the 
Wabash Photolamp Corp., would 


W. R. FREEMAN 


with Wabash. Formerly he wa- 
associated with Clarence Birds 
eye, inventor of “Birdseye” Frost 
ed Foods, as well as the “Bird- 
eye” inside-silver reflector lamps 
He was general sales manager of 
the Birdseye Electric Co. ac- 
quired by Wabash in the fall of 
1939. 











MOULTON NAMED * 


‘TRUE TEMPER” 


FISHING TACKLE SALES MGR. 


Sterling Moulton has been pro- 
moted to the position of sales 
manager of “True Temper” fish- 
ing tackle it was announced by 
John O. Findeisen, general sales 





STERLING MOULTON 


manager of The American Fork 
& Hoe Co., Cleveland, Ohio. 
“Curly”. Moulton is the-original 
group teacher of bait and fly 
casting and has. by his work in 


this field, developed literally hun 
dreds of thousands of ardent fish 
ing fans. As senior member of 
the famous “True Temper Cast 
ing Twins,” appearing at prin- 
cipal sportsman’s shows through 
out the United States and befor« 
| fish and game clubs and sports- 
men’s organizations for the past 
ten years, he has demonstrated 
and lectured on the proper tech- 
nique of bait casting. 

Mr. Moulton became a mem- 
ber of the “True Temper” or- 
ganization in 1918 and in 1924 
became the first full-time sales- 
man for The American Fork & 
| Hoe Company’s solid rapier steel 
| Toledo rods. 

The American Fork & Hoe Co 

also that Fred Erd 

man, for the past eight years a 
of its “True Temper” 
sporting sales 
staff at Geneva, Ohio, has been 
promoted to head of the sales 
service work on “True Temper 
baits. Mr. Erdman’s 
past work in the sales depart 
ment has made him thoroughly 
familiar with the company’s rod 
and bait line. 


announces 


member 


goods division 


rods and 











| FARMERS ASKED TO SELL 

| SCRAP METAL FOR DEFENSE 

The Department of Agricul- | moved from farms now to avoid 
ture has announced that farm- | possible transportation difficul- 


ers throughout the country will | ties later. The financial return 


OF | be asked to sell their scrap to farmers for their old metal 
| metal for use in defense produc- | cannot be expected to be large. 
tion. Secretary of Agriculture | but the results will be important 


Claude R. Wickard has re-| to farmers and to the whole de- 
quested U. S. Department of | fense effort.” 
’ | Agriculture Defense Boards in | Department agencies repre- 
NOW! 


each state to make plans for | sented on the state and county 
their states immediately and en- | defense boards are expected to 
list the county defense boards give farmers all possible assis- 


| in the effort. tance and information, including 
USE- Mr. Wickard pointed out that | estimates of prevailing prices for 
‘ ‘ ‘ | OPM has been putting on a| scrap in various parts of the 
Lists That Bring Maximum drive to increase the flow of | country. 
Success To Your Direct Mail | scrap metal from the cities. | cee 
bigs | OPM has now requested the aid | 
Sales Promotion Advertising of the Department of Agricul- | HARDWARE STORE CLOSES 
And To The Personal Sales | ture in increasing the flow of | AFTER 111 YEARS 
Of Y Sal | serap from the farms. Established as one of the New 
Contacts our salesmen “The National Defense Pro- | Brunswick, N. J., leading busi- 





gram is seriously threatened by | ness houses for more than 111 
actual and impending shortages | years, the Strong Hardware Co., 
; | of iron and steel scrap,” Mr. | is discontinuing its business 

We can supply you with ‘ | Wickard said. “In addition, | permanently. The business was 
the following lists:— | civilian shortages of steel includ- | founded 30 years before the Civil 
’ ing metal for farm implements | War by Johnson Letson. A quar- 
1397 Outstanding Major Hardware Retailers and parts needed by farmers | ter of a century later, in 1855, 
whose sales exceed $50,000.00 Annually. will be more severe if steel mills | Charles P. Strong acquired the 

For $15.00 cannot be kept running at capac- | business and gave it the name it 


, : ity. Farms have long been one | now bears. Alvin A. Hastings, 
10003 Major Hardware Retailers whose sales of the most important sources of | its present president and general 








exceed $30,000.00 Annually. scrap metal. Therefore it is a | manager, became associated with 
For $7.00 per M. | patriotic duty to see that the | the firm in 1940 and purchased 
5392 Hardware Retailers whose sales are scrap be made available for use. | the major share of the business 


$20,000.00 to $30,000.00 Annually. As much as possible should be | in 1929. 


For $7.00 per M. 
17730 Hardware Retailers whose sales are less 
than $20,000.00 Annually. 

For $7.00 -per M. 

33125 Hardware Retailers (Complete List). 
For $5.50 per M. 

10360 Builders’ Supplies Dealers. 

For $7.00 per M. 
1015 Department Stores handling Hardware 
and Housefurnishings. 
For $7.00 Complete 











We also supply lists of hardware retailers in one 
state or in as many states as may be desired. 
When more than 2000 names are purchased, the 
price is $8.00 per M names; when less than 
2000 and more than 1000, $9.00 per M; and less 
than 1000, $10.00 per M. 


All lists are compiled in loose leaf list form. 
! When desired on 3x5” cards there is an extra 
charge «f 70¢ per M for the cards. 





HARDWARE STORE PICKETED: CIO pickets marched before 
a the big Market St. store of Charles Brown & Sons, San Francisco, 
pean ee adie * oi 8 me Calif., hardware dealers. The strike was called by the Interna- 
ssa tional Longshoremen’s Warehousemen’s Union, of which Harry 

Bridges is the head, in the hope to obtain for 14 warehousemen 

; employed by the store the same wage scale it won from manv 

Ask for Details San Francisco warehouses after a four-day strike last June, wich 
affected several hardware wholesalers. No action has been taken 
against the Charles Brown store at 155 Geary St. or its ware- 


HARDWARE AGE cgcinat the Charles Bre 


The San Francisco Retailers Council which represents the 


Direct Mail Addressing Dept. store said that heretofore dealings with all unionized employees 


of the concern had been through the AFL department store 

100 East 42nd St. New York, N. Y. union rather than the CIO union. The CIO action was viewed as 

an attempt to negotiate for employees covered by the expired 
AFL contract. 
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MILK CAN PRODUCERS 


Manufacturers of milk — cans 
have received a high steel priority 
rating from OPM to provide con- 
tainers enough to handle an 8 | 
billion-pound increase in next 
year’s milk production. Douglas | 
C. MacKeachie, director of OPM | 
purchases, announced that a 
preference rating of A-5 will be 
granted to manufacturers of milk | 
cans and a limited preference | 
rating of A-5 to manufacturers | 
of hot dip tinned and tin-plate | 
dairy equipment. The plan is ef- | 


GIVEN A-5 RATING 


fective at once and will end 
March 15, 1942. Mr. MacKeachie 
warned that the rating may not 
be used to build up inventory. 
This program was worked out 
through cooperation of the De- 
partment of Agriculture. OPM 
was informed by the Department 
that the Secretary of Agriculture 
has asked production of 125 bil- 


lion pounds of milk in 1942, an | 


increase of 8 billion pounds over 
the 1941 production. 





PRIORITY RATINGS NOT 
FOR INDIVIDUAL FARMER 


The Department of Agriculture 
said recently that individual 
farmers are not required to have 
priority ratings of any kind under 
the defense program in order to 
purchase ordinary farm ma- 
chinery, equipment, repair parts, | 
fertilizers, insecticides, nails, 
fencing, roofing or similar items. 

“Priority ratings on equipment 
and supplies such as these,” M. 
Clifford Townsend, director, Of- 
fice of Agricultural Defense Re- 
lations, explained, “are issued by 
the Office of Production Manage- 
ment to manufacturers, processors 
and warehousemen in order to 
avoid having individuals obtain 
ratings. 

“So far as the _ individual 
farmer is concerned, he does not 
have to have a priority rating of 
any kind to buy his ordinary re- | 
quirements. There may be things 
he may not be able to get, such 
as aluminum pressure cookers, 
but in cases like this the manu- 
facturer and not the individual 
farmer is the one affected by the | 
priority rating. On special classes 
of machinery which are used for 
purposes other than farming, 
such as heavy duty electric mo- 
tors, a preference rating will be 
necessary. This can be applied 
for on what is known as a PD-1 
form obtainable from the Office | 
of Production Management.” 

Townsend said his office had 
received a number of letters from 
farmers saying their local retail- | 
ers had advised them it was 
necessary to secure a “priority 





rating” before making certain 
purchases. 
“Individual farmers,” Town- 


send said, “who are asked to se- 
cure ‘priority ratings’ before | 
making purchases of ordinary 


equipment or supplies should ad- |ward J. Katzinger Co., 1949 N. | 


vise the Department of Agricul- | 
ture immediately of the name and | 
address of the dealer and the | 
product on which a priority rat- 
ing was requested. There’s no | 


sense in putting farmers to any 
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| more trouble than necessary to 


get the things they need for food 
production and we want a chance 
to explain to the retailers that a 
‘priority rating’ is not needed for 
purchase of products at retail by 


individuals for ordinary farm or | 


household use.” 





REPRESENTS FLEXIBLE 
STEEL LACING IN N. Y. 
AND NEW ENGLAND 


Flexible Steel Lacing Co., Chi- 
cago, Iil., has announced the ap- 
pointment of John P. Ramsey as 
factory sales representative for 
New York and the New England 





JOHN P. RAMSEY 


States. This territory was for- 
merly covered for the Flexible 
Steel Lacing Co. by H. Irwin 
Reinhorn, who is now with the 
Ton-Tex Corporation of New 
York City. 


CHANGES NAME 
Arthur Katzinger, of the Ed- 


Cicero Ave., Chicago, IIl., has 
announced the change of his 
name and that of his children to 
Arthur Keating, Edward Keating, 


and Lucy Lee Keating which be- | 


came legally effective Oct. 20. 


“Here’s a 


Pol res IDEA! 


’ 









DON’T THROW IT AWAY! 
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SOLDER 












hit 
Coon the Increase in 


HOME SOLDERING 


Mending things of metal is on the increase in the home and on 
the farm, and there’s profitable volume for you in solder and 
| the tools to use it. 


Make a display in your store of several broken and leaky objects, 
suggesting they can easily be mended with Kester Cored Solders. 
Sell not only the solder, but your soldering irons and even 
blow torches. You’ll be surprised at how the idea will take hold! 


Your customers will thank you, because they’ll like to work with 
Kester Cored Solders. The conveniently self-contained flux 
makes them easy to use; the pure, virgin metal alloy gets neat, 
permanent results. A lot of experience isn’t necessary. 


| Kester Acid-Core Solder for general, all-around soldering, and 
Kester Rosin-Core Solder for all radio and electrical work, come 
in 1-, 5- and 20-pound spools. Order them from your jobber. 


KESTER 
SOLDER COMPANY 


4207 Wrightwood Ave. 


| 








ETAL 
F) MENDER 


me pack- 












.f Handy hoes ter 
PF *8.4.Core_aeneral: Chicago, Illinois 
2 ¢ 
, Display near Your ‘that 
solder. many 3 Conadian Plant Eastern Plant 


nurpost, Sg pick UP 


ts itself.” 


reese Brantford, Ont. 


Newark, N. J. 






| KESTER 


METAL MENDER 











NATIONAL WHOLESALE HARDWARE ASSN. DENIES 
TRADE RESTRAINT CHARGES MADE BY FTC 


Association denies that it has acted to influence 
manufacturers’ sales policies and prices. Hall Hard- 
ware and Janney-Semple-Hill also deny that they 
have cooperated with the Association in its activities. 


(Washington Bureau 
of HARDWARE AGE) 


A joint answer filed by the 
National Wholesale Hardware 
Association, Philadelphia, and 
the respondent companies, al- 
leged to be representative of the 
300 Association members as a 
class, expressly denies charges 
in a Federal Trade Commission 
complaint, see HARDWARE AGE, 
Oct. 2, page 46, that Janney- 
Semple-Hill & Co. and The Hall 
Hardware Co., both of Minnea- 
polis, Minn., had cooperated with 
the respondent Association or its 
members in any of their activ- 
ities. The Commission complaint 
alleged that the respondents had 
entered into a combination con- 
spiracy to suppress competition 
and create a monopoly in the sale 
of their produce. 

The answer denies that the 
Association, its executives or 
members have at any time en- 
gaged in any understanding or 
combination to suppress competi- 
tion in the interstate sale and 
distribution of hardware and 
kindred lines of merchandise; 
that the respondent Association 
has coerced or compelled manu- 
facturers to confine sales of their 
products to those individuals, co- 
partnerships and 
who are members of the Associa- 
tion and to others deemed by 
the Association to come within 
its definition of legitimate whole- 
salers; or that it ever threatened 
to penalize or classify any of 
such manufacturers, as alleged 
in the complaint. 

The answer admits that the 
Association has, from time to 
time, requested of manufacturers 
a statement of their respective 


corporations 


sales policies, but it is averred | 





The separate answers of Jan- 
ney-Semple-Hill & Co. and The 
Hall Hardware Co., both of Min- 
neapolis, deny that either has 
cooperated with the Association 
or with any of its members in 
its or their activities and declares 
that the respondents are without 
knowledge of the allegations con- 
tained in the complaint. 

The joint answer was filed by 
the National Wholesale Hard- 
ware Association; Glenn E. Jen- 
nings, W. W. French F. F. 
Thomson, A. J. Becker and 
George A. Fernley, individually 
and as officers of the Associa- 
tion; John M. Holmes, W. P. 
Tracy, Claiborne R. Watkins, 
Ilenry A. Hoeynck, H. H. Kim- 
ball, R. H. Baker, John M. Bur- 
bank, Edwin F. Flato and J. W. 
McLean, individually and as 
members of the executive com- 
mittee of the Association; and 
I. A. Heitmann, A. H. Nichols, 
C. J. Whipple, L. M. Stratton, 
Shannon Crandall and Mark 
Lyons, individually and as mem- 
bers of the advivory board of 
the Association. Respondent 
wholesalers joining in the an- 
swer were Farwell, Ozmum, Kirk 
& Co., Marshall-Wells Company, 
Wimberly & Thomas Hdwe. Co., 
Inc.. Harper & Reynolds Corp., 
C. A. Crosta, Inc., Sechtman 
Hardware Co., Inc., Railey-Mi- 
lam, Inc., Idaho Hardware and 
Plumbing Co., Ltd., Butler 
Bros., Schlatter Hardware Co., 
Inc., Harper & McIntire Co., Inc., 


| Peaslee-Gaulbert Corp., Woodard 
| Wight & Co., Phillips Hardware 
| Co., Ine., Joseph Breck & Sons 


that upon receipt of these state- | 


ments the Association has merely 
forwarded these statements of 
sales policy to its members with- 
out comment. The answer fur- 
ther denies that the Association 
classified or graded the manu- 
facturers in accordance with their 
respective sales policies. 

The answer denies allegations 
of the complaint that non-mem- 
ber respondents entered into any 
agreement or cooperation with 
members of the Association in 
attempts to coerce or compel 
manufacturers to refrain from 
furnishing their products to 
wholesale dealers except at prices 
in excess of prices paid by mem- 
ber and non-member respondents 
of the Association. 


6 





Corp., Simmons Hardware Com- 


pany, R. F. Willis & Bro., Inc., 
Burhans & Black, Inc., Okla- 
homa City Hdwe. Co., Ince., 
Stichter Hardware Co., Inc., 
Lorick & Lowrance, Inc., Keith- 
Simmons Co., Inc., Vermont 
Hardware Co., Inc., and Charles 
Leonard Hdwe. Co., Inc., in- 
dividually and as members of 
the Association; and Kelley- 
How-Thomson Company. 
BRAY HEADS SALES FOR 

FERGUSON-SHERMAN CORP. 


Wilson C. Bray, widely known 
in the automotive field as a mer- 
chandising man and sales execu- 
tive, has been appointed general 
sales manager of the Ferguson- 








Sherman Mfg. Corp., Dearborn, 
Mich. To take this post Mr. Bray 
resigned as head of the chain 
store organization of the B. F. 
Goodrich Company, Akron. With 
the Ferguson-Sherman Manufac- 
turing Corporation, he will di- 
rect a rather extensive organiza- 
tion for the sales of Ford tractor 
and Férguson system farm imple- 
ments. 

Odin Thomas has been ap- 
pointed sales training manager 
for the company. He will direct 
a tractor and implement sales 
training program for the indivi- 
dual salesman which will include 
motion pictures, slide films, 
manual and other media. This 
program will be largely directed 
at replacement of the horse and 
mule by the tractor for farm 
power. 




















KANSAS “TWISTER” hits Lincolnville, Kan. Art Lewerenz, 
hardware dealer, held up the front of the crumbling building 
which housed his store with his own body to enable his wife and 
son, and several customers who were in the store, to escape. He 
received serious chest and internal injuries but has now suffi- 
ciently recuperated to work full time to get his store going again. 





When the twister hit Lincolnville, Kan., a tornado funnel hit the front of the Lewerenz Bros 
hardware store; the roof was lifted and carried 200 ft. away, leaving the above wreckage. 
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STARLINE MAN CALLED 
TO WASHINGTON 
R. G. Ferris, head of the ex- 
perimental department of Star- 
line, Inc., Harvard, Ill., has been 





R. G. FERRIS 


called to Washington for work 
in connection with the National 
Defense Program. Mr. Ferris has 
been associated with his father, 
H. J. Ferris, in the experimental 
department of Starline for the 
past 10 years, during the first 
few years of which he also 
worked in cooperation with his 
grandfather, H. L. Ferris, who 
helped to found Starline as Hunt, 
Helm & Ferris in 1883. 

Mr. Ferris will be connected 
with the Department of Terres- 
trial Magnetism of the Carnegie 
Institute; which has been as- 
signed the responsibility for the 
development of something of a 
secret nature for.the Navy De- 
partment. 


CORBIN SCREW APPOINTS 
CHICAGO OFFICE MGR. © 


Elliott C. Paddock, general 
sales manager of The Corbin 
Screw Corp., New Britain, Conn., 
has announced the appointment 
of Norman H. Schlee as office 
manager in the Chicago district 
office. Mr. Paddock also an- 
nounced that all sales direction 
for the Chicago district will 
come from New Britain where 
all matters relating to sales 
policies, etc., will be handled. 

This change was brought about 
by the recent passing of R. A. 
“Dick” Sundvahl who in his 37 
years with Corbin became one 
of the best known and liked 
hardware representatives in the 
middle west. 

Mr. Schlee as office manager in 
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the Chicago district will be in 
| direct charge of the warehouse 
| and office but will not have any- 
| thing to do ‘with sales policies, 
| and so forth. 


COSGROVE ASKED’TO SERVE 
ON OPA ADVISORY PANEL 


R. C. Cosgrove, vice-president 
and general manager of the 
manufacturing division, The Cros- 
ley Corp., Cincinnati, Ohio, has 
been invited to serve on an ad- 
visory panel, the purpose of 
which is to supply, from time to 
time, qualified advice to the Of.- 
fice of Price Admini-tration on 
problems relating to prices of 
mechanical refrigeration, it was 
announced here today. This price 
panel has been set up by Leon 
Henderson, administrator of the 
Office of Price Administration. 


ALUMINUM CO. OF AMERICA 
PLANS NEW BLOOMING MILL 


To supply stock for the manu- 
facture of forgings for airplane 
motors and fittings, and rod, bar 
and wire for national defense in- 
dustries, Aluminum Company of 
America, Pittsburgh, Pa., plan 
to erect a second blooming mill 
at Massena, N. Y. 

The blooming mill and _ its 
necessary facilities will be housed 
in steel and brick buildings 
covering an area of more than 
450,000 square feet. A com- 
‘pletely new melting department 
will be established to serve the 
blooming mill. 


ELECTED DIRECTOR 
AMERICAN CAN CO. 


At a meeting of the board of 
directors of the American Can 
Co., 230 Park Avenue, C. H. 
Black, vice-president in charge of 
sales, was electéd a director. Mr. 
Black joined the company. ‘in 
1908 and has played an impor- 
tant role in the sales, organifa- 
tion since his joining-the firm. 


b kl 








C. H. BLACK 








You profit—and so do your cus- 
tomers—when you standardize 
on TRIPLEX Threaded Fasteners 


You serve your customers well when you 
supply them with TRIPLEX quick-fitting 
cap and set screws, bolts and nuts. Help 


them avoid the delay of handling misfits 
and slow threaders that are a drag on pro- 
duction and maintenance. 


TRIPLEX Lag and Carriage Bolts, for in- 
stance: Appreciated*wherever wood fasten- 
ers are used for their heat-treated tough- 
ness. Sharp lag. threads for fast sinking; 
true-squared carriage heads for snug fit- 
ting. Both types made afjxcellent quality 
wire. Packed as you want them—in pack- 


ages or kegs. 
a 
Do we need to argityen to place your 
orders early these days? Write for prices 
and delivery estimates. 


THE TRIPLEX SCREW COMPANY 
Cleveland, Ohio 


5317 Grant Avenue 


CAP AND SET SCREWS, BOLTS, NUTS AND RIVETS 


* Millions Sold « + + Used in Every Industry * 
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“FOR GENERATIONS WE'VE 
USED MANY KINDS OF PRUNERS, 
HEDGE AND GRASS SHEARS. 
NONE WE'VE EVER WORKED 
WITH CAN MATCH THE 
Me D. B. coe, SEYMOUR SMITH LINE” 


Cole Nursery Co.. 
Painesville, Ohio. 
introduced ‘Scar- 
let Beauty,”” hardy 
Fuchsia. 


Mr. Cole is just one of the many top flight garden 
experts who has céme all the way out for Seymour 
Smith pruners, hedge and grass shears! Powerfu! 
advertising this fall and. next Spring in all home 
and garden- magazines. features their “tried and 
true” endorsements of these popular tools. 


YOU'LL SELL MORE THAN EVER 


—because this parade of nationally known experts 
will be “selling” this famous line for you and help- 
ing you to an increased share of greater sales bound 


to result. 
BE READY WITH A 
SEYMOUR SMITH PHG 45 
MASTER DEAL AND DISPLAY 


It’s a “must” if you’re going to cash in on this 
powerful advertising in your community. 














THE PHG 45 MASTER 
DEAL AND DISPLAY 


A perfect self-selling com- 
bination. Provides initial 
stock of fast-selling prun- 
ers, hedge and grass 
shears in three price 
ranges. FREE GOODS, 
on this $34.50 deal with 
sales value of $55.40*, 
give an EXTRA 10%. 
Colorful floor stand DIS- 
PLAY dramatically mer- 
chandises the DEAL. 
Everything in one carton, 
together with large 4 color 
window display, counter 
cards, streamers and cir- 
culars. 


PEEVE 











SEND FOR CATALOG 


ORDER DIRECT OR FROM YOUR JOBBER NOW 
*Price 10% higher west of Rocky Mountains 





Seymoue Smitx ¢ SON Inc 


Werld's oldest, largest maker of pruning tools 
OAKVILLE, CONN. 
SALES REPRESENTATIVES 
JOHN H. GRAHAM & CO.. INC., 105 Duane St., New York, N. Y. 


(Washington Bureau 
of HARDWARE AGE) 

The reported current gasoline 
shortage throughout the East and 
the curtailment of passenger 
automobile production are ex- 
pected to create an unprece- 
dented demand for bicycles, a 
demand that plants with their 
present facilities may not be able 
to completely satisfy, according 
to the Department of Commerce. 
A survey in a recent issue of 
Domestic Commerce W eekly 
notes that bicycle sales have been 
on the upgrade for several years. 
| and at present are running at a 
| rate never before attained in this 
country. 





The industry currently is in a 
very favorable position with ref- 
erence to raw materials. Little 
difficulty is expected in securing 
the small quantities of crude rub- 
| ber needed for ordinary bicycle 
tires, since reclaimed rubber is 
used extensively in the manu- 
facture of these tires. 

A production of as many as 
| 2,000,000 bicycles would require 
| only 35,000 tons of metal, a com- 
| paratively negligible amount. 

An estimated 10,000,000 bi- 
cycles are in use in the United 
| States today, a ratio of one to 
| each three automobiles. The 1940 

production is estimated at 1,325,- 
| 000 machines. 
| After consultation with con- 
| servation officials of OPM, man- 





| 





Automobile Cut Seen As Spur 
To Increased Bicycle Sales 


ufacturers have agreed to reduce 
the average weight of machines 
at least 10 per cent and discon- 
tinue the use of chrome, copper, 
nickel and metallic finished deco- 
rations as well as white-walled 
tires. Bicycles customarily pro- 
duced have been unnecessarily 
heavy and the new products may 
find better consumer preference. 


RUBY PLANT CAPACITY 
UP 100 PER CENT 


To meet increased demand by 
the government, and by indus- 
trial concerns working on defense 
orders, the Ruby Chemical Com- 
pany, 56-78 McDowell Street, Co- 
lumbus, Ohio, has just spent 
hundreds of dollars on additional 
equipment. New glass-lined chem- 
ical vats were installed, increas- 
ing plant capacity 100 per cent. 

For 34 years the company has 
manufactured liquid and paste 
soldering flux for the electrical, 
plumbing and _ metal - working 
trades. With the recent defense 
program calling for more and 
more work in metals—tin, cop- 
per, brass, iron, steel, etc.—many 
new users; have come. into ex- 
istence calling for a much greater 
quantity of soldering materials. 
In order to comply with the rap- 
idly growing demand, the Ruby 
Chemical Company added several 
great chemical vats. 

















HIGHWAY CALLING CARD: Customers of J. W. Ackerman, 
salesman for the American Chain & Cable Co., Inc., Bridgeport, 
Conn., have no trouble in spotting him on Connecticut highways 
because he prominently displays his “company card” both on the 
front and rear ends of his cars. Its in the form of license plates 
reading “ACCO,” which is also the trade name of the American 
Chain & Cable Co., Inc. In the photo Jack Ackerman is seated 
at the left with A. M. Tinker, district sales manager in the Boston 
territory, at the right. 
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Roebling Co. Marks Century Birthday 


The John A. Roebling’s Sons 
Co., Trenton, N. J., whose world- 
famous founder conceived the 
Brooklyn Bridge, marked its 
100th anniversary on Sept. 19. 
It was in 1841 that the noted 
engineer made his first wire rope. 

John A. Roebling came to 
America in 1831 from Germany. 
He settled in Saxonberg, Pa., 
and it was there 10 years later 
that he started the industry that 
was to bring him renown and for- 
tune. When he removed his 
growing family to Trenton soon 
afterward, he bought 25 acres 
of farm land for $3,000 and 
erected thereon a_ mill, rope 
walk, and dwelling all in one. | 

In the fall of 1850, Mr. Roeb.- | 
ling was nan.ed chief engineer of 
the Niagara suspension bridge, | 
which was opened to traffic five | 
years later. In 1857 he suggested 
the feasibility of erecting the 
Brooklyn Bridge and after 10 | 
years of discussion, decision was | 
reached to build it. He was| 
named chief engineer of that | 
project and the span was well | 
under way when he was injured | 
fatally while working on it. His | 
eldest son, Col. Washington A. | 
Roebling, who was associated | 
with him, completed the under- | 
taking. 

Col. Roebling and his brother, | 
Charles G., followed their father | 
in the engineering profession, 
while a third son, Ferdinand W., 
became an outstanding financier. | 


All three succeeded in turn to 
the presidency of the firm as 
did Karl G. and Ferdinand, Jr., 
sons of Ferdinand W. Roebling. 
William A. Anderson, now presi- 
dent, is the first not to bear the 
family name. 


WARNER HDWE. 
66TH ANNIVERSARY 


The Warner Hardware Co., 13 
So. 6th St., Minneapolis, Minn., 
is celebrating its 66th busine:s 
anniversary Sept. i9 to Oct. 4 
and in accord with the event has 


| distributed a brochure. 


The business was founded in 
1875 by R. L. Warner at 336, 
5th St., Northeast, Minneapolis, 
and from that small 12 by 16 ft. 
establishment has grown the 
present Warner stores offering a 
complete hardware service. In 
the early eighties, F. R. Warner 
joined his brother, R. L. Warner, 


|and the firm was changed to 


Warner Brothers. A few years 
later, Leon C. Warner, Sr., then 
a mere boy, was employed as 
messenger and delivery boy by 
his uncle and his father. Under 
the tutelage of such able hardware 
men he soon became a capable 
merchant and at an early age 
was promoted to the presidency 
of the company. In 1934, Leon 
C. Warner, Jr., representing the 
third generation, was elected 
zeneral manager of the company. 














NEW YORK BOOSTERS ELECT: Thirty-seven members and 
guests attended the annual meeting of the Hardware Boosters, 
Oct. 31, at the George Washington Hotel, Lexington Ave. and 
23rd St., New York City, and elected A. M. Glueck, manufac- 
turers’ agent, as president. John Hires, The Lufkin Rule Co.. 
was elected vice-president. Kenneth A. Heale, HARDWARE 
AGE, and Harry J. Schmitt, H. Blumberg & Sons, Hempstead, 
I.. I., were reelected as secretary and treasurer, respectively. 
Harry J. Strugnell, Pacific Coast manager, Remington Arms 
Co., Inc., was presented with a certificate of honorary member- 
ship and a photograph of a farewell party tendered him at the 
time he left New York to assume his new duties. The photo- 
graph bore the autograph of each hardwareman present at the 
party. M. E. Wyckoff, president Hardware World, also re- 
ceived a certificate of honorary membership. Messrs. Strugnell 
and Wyckoff are past presidents of the Boosters. Left to right 
in the illustration—Kenneth A. Heale, John Hires, A. M. Glueck 
and Harry J. Schmitt. 
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A trade mark that brings quality to mind spontaneously— 
that assures customers of full value for every cent of their 
expenditure—is a steady-working sales assistant that makes 
your job easier, quicker, more profitable all around. 
That’s why so many hardware men stand by “Union 
Hardware” to keep their ice skate business brisk. 


With a backlog of endorsements, steadily added to by 
skaters since the 1860’s, the name “Union Hardware” is 
today accepted without reservation as a symbol of excel- 
lence in Ice Skate construction. 


The continuance of this far-reaching popularity is assured 
by Union Hardware’s strict adherence to manufacturing 
practices which call for none but the finest steels, expertly 
crafted into serviceable skates that add-to skating pleasure 
because they fit snugly, balance properly and hold keen 
edges longer. 


Your jobber will supply you with Union Hardware Ice 
Skates, available in a full range of sizes and styles (for 
both men and women) in screw clamp and screw-to-boot 
patterns. 


EERE EPRA TL 
HARDWARE COMPANY 
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NEW YORK OFFICE ISI CHAMBERS STREET 
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TAPER ROLLED BLADE 


Strongest construction open back type. Heavy 
section extends full width of blade from top 
to point of frog where strain is most severe. 
Blade and socket heat treated. 


RIVETLESS SOCKET 


No rivets. Socket is smooth and elimination 
of rivet holes increases strength of handle. 


HANDLES 


Northern ash. Attractively finished with a 
walnut color. Bug-proof lacquer. 


@ Perfect balance. Supplied in D and long 
handle. Round and square point. 


Since 
1774 > 


AMES BALDWIN WYOMING CO. 


PARKERSBURG NORTH EASTON 
W.VA MASS 
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OBITUARIES 





JOHN G. GETZ 


John G. Getz, 78, a hardware 
merchant for 54 years, passed 
away Oct. 27. Mr. Getz, who 





JOHN G. GETZ 


with his brother founded the 
Getz Bros. Hdwe. Co., Kent, 





Ohio, was a member of the 


Harpware Ace Fifty-Year Club. 

John and William Getz pur- 
chased their hardware business 
in 1887. Mr. Getz had been ac- 
tive in hardware association 
affairs, having been treasurer 
and director of the Ohio Hard- 
ware Association and a director 
of the American Hardware & 
Supply Co., Pittsburgh. 


WILLIAM H. SPINDLER 


William H. Spindler, 55, buyer 
for Baker, Hamilton & Pacific 
Co., San Francisco, Calif., passed 
away Oct. 27. Mr. Spindler has 
been in the housewares, china, 
and glass business practically all 
his life. He was at one time a 
buyer and department store man- 
ager in New Orleans, Seattle, 
Tacoma, and Los Angeles, and 
for the past 15 years was asso- 
ciated with the San Francisco 
wholesale hardware firm. He 
was also one of the charter 
members of the San Francisco 


Pot & Kettle Club. 








SIMPLIFIED PRACTICE 
RANGE BOILERS 

Printed copies of Simplified 
Practice Recommendation R181- 
41, Nonferrous Range Boilers, 
are now available, according to 
an amnouncement of the Division 
of Simplified Practice, National 
Bureau of Standards. 

This recommendatiun was pro- 
posed by the Non-Ferious Hot 
Water Tank Manufacturers As- 
sociation with a view to consery- 
ing nonferrous metals by reduc- 
ing ugimecessary inventories of 
boilers: . It -edsers a simplified 
list Of@ Stock sizes ranging from 
30 to 100 gallons capacity, and 
includes m@@nfacturers’ test pro- 
cedure adopted by the Associa- 
tion for the guidance of those 
wishing to prepare specifications 
or codes. Each of the 6 sizes 
may be made in 3 working pres- 
sures and 2 styles, making a 
total of 36 varieties, which it is 
believed will satisfactorily meet 
a large percentage of normal re- 
quirements. The sponsors esti- 
mate that not less than 200 varie- 
ties of nonferrous range boilers 
were formerly being produced. 

Copies of R181-41 may be ob- 
tained from the Superintendent 
of Documents, Government Print- 
ing Office, Washington, D. C., for 
five cents each. A discount of 





25 per cent on orders for 100 | 


those desiring to secure a supply 
of this publication for business 
purposes. 
SIMPLIFIED PRACTICE 
FORGED HATCHETS 


A revision of the recommenda- 
tion on Forged Hatchets has been 
approved by thé *andustry, and 
will be effective, from Nov:> I. 
1941, according “teean announce- 
ment of the Division of Simpli- 
fied Practice of the National Bu- 
reau of Standards, Washington, 
D. C. The revised recommenda- 
tion will be identified as Simpli- 
fied . Practiee . Recommendation 
R16041. 

The original draft of this rec- 
ommendation, which was ap- 
proved in 1935, established a sim- 
plified list of hatchets consisting 


.of about 55 per cent of the vari- 


eties. being produced at the time. 
A revision made in 1937 further 
reduced the variety by 12 per 
cent. The current revision again 
reduces the number of stock 
varieties of hatchets, this time by 
23 per cent, or to only 37 per 
cent of the number of varieties 
in demand prior to 1935. 

Until printed copies are avail- 
able, free mimeographed copies 
of this simplified practice recom- 
mendation may be obtained from 
the Division of Simplified Prac- 
tice, National Bureau of Stand- 


or more copies is available to | ards, Washington, D. C. 
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MANAGER, WARNER'S 
NORTHSIDE STORE 
Medford S. Klingensmith has 
been appointed manager of the 
Northside store of the Warner 





M. S. KLINGENSMITH 


Hardware Co., Minneapolis, 
Minn. The store, located at 814 
West Broadway, Minneapolis, 
was established in 1937. Mr. 
Klingensmith has been associated 
with the company for more than 
five years, as clerk in the plumb- 
ing department, tool department 
and athletic goods salesman. For 
the past six months, he was as- 
sistant to the manager of the 
Northside store. 





FIVE POINT PLAN FOR 
DAIRY ELECTRIFICATION 


“It Pays to Electrify Your 
Dairy” is the theme of a 14-page 
consumer booklet issued by the 
Electric Dairy Council, 420 Lex- 
ington Ave., New York City, to 
help promote greater profits in 
dairying through the use ‘of 
electricity. Five types of electric 


dairy equipment are described in | 


the booklet. This equipment in- 
cludes that used for milking and 








| separating, grinding and mixing 
feed, cooling and refrigeration, 
| and controlled ventilation. 


The booklet, entitled “A Five 
Point Plan for Profitable Dairy 
Improvement,” stresses the de- 
creased labor and _ production 
costs, the higher grade products, 
better prices and increased prof- 
its made possible by use of these 
five types of equipment. Prac- 
tical information for the dairy 
farmer on grinding feed on the 
farm where it is grown, correct 
temperatures for milk cooling, 
etc., fills every page of the book- 
let. The equipment is not iden- 
tified by brand name, in order to 
make the booklet useful for every 
manufacturer and dealer. 

Copies of the booklet may be 
ordered from the Electric Dairy 
Council, 420 Lexington Avenue, 
New York City, at 4 cents each 
up to 5000, and 3% cents each 
in lots of 5000 or over. 


BREWER TO DIRECT G-E 
DISTRIBUTION SERVICES 


Charles A. Brewer, executive 
assistant to the head of the appli- 
ance and merchandise depart- 
ment of the General Electric Co.. 
Bridgeport, Conn., has been ap 
pointed manager of distribution 


services. The commercial research: | 


section will also come under the 
supervision of Mr. Brewer. 





. HICKAMAN MANAGES 
FRANTZ MFG. SALES 


F. C. Hickman has been ap | 


pointed sales manager of the 
Frantz Mfg. Co., Sterling, Ill. Mr. 
Hickman has in the past repre- 
sented the company in both Okla 


homa and Iowa. He has been | 


associated with the Frantz com 
pany for the past 22 years. 





Where Price Includes Tax 


HERE a contract for goods names a price which in- 
cludes a special tax on the items which must be paid 
by the seller, apt provision should be made for a corresponding 
reduction of price if the tax should be abolished or reduced 


during the life of the contract. 


“Where the item of the tax is absorbed in a total or com- 


posite price to be paid at all events, 


” 


said a Kentucky court in 


a recent case, “the buyer is without remedy although the an- 
nulment of the tax may increase the profit to the seller.” 

In the Kentucky case the buyer tried to get back the pro- 
portion of the price representing the tax which had been 
abolished. He failed in the attempt because the contract did 
not contain “apt language” for the purpose. 

“Tf,” said the courts “the parties intended to provide that 
the seller should refund to the buyer that part of the purchase 
price which represented the amount of the taxes from which 
the seller was relieved by the tax being adjudged unconstitu- 
tional, it would have been easy for them to have used apt 
language to that effect. They did not do this.” 
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HINGES 


AND WROUGHT STEEL 


HARDWARE 


“THREE BUTTS TO A DOOR” 


Quality Products 


Manufactured Since 1899 


~ 


Door Butts 
Strap and Tee Hinges 
Wrought Steel Shelf Brackets 
Safety Hasps and Hinge Hasps 
Ornamental Hinges 
Garage Door Hardware 
Screen Door Hardware 
Cellar Window Sets 
Back Flaps and Chest Hinges 
Corner Irons 
Heavy Pressed Steel Door Handles 


Barrel Bolts 


All Are Available Through Progressive 
Jobbers 


RIFFIN 


anufacturing Company 





ERIE, PENNSYLVANIA 


AGENTS: ' 


NEW. YORK: 45 Warren. Sts... BOSTON: 100. Purchase: St. 


CHICAGO: 162 N. Clinton St. SAN FRANCISCO: 703 Market St. 
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ADVANCES 


Certain seeders. Lead roofing flanges. 


Some game traps. Anti-friction babbitt. 
Some power mowers. Certain wire potato scoops. 


Some pumps. Certain lock washers. 
Cotton twines. Small ply jute twine. 


Some qualities braided cotton sash cord. 

Some hose accessories. Chrome plate bath fixtures. 
Cast brass faucets, valves. Cylinder key blanks. 
Some cabinet hardware. Brass wire hooks, eyes. 
Some cast pulleys. Galv. range boilers. 





Seeders—An advance of 10 
per cent on Cyclone seeders was an- 
nounced as of Nov. 1. 


. a « 


Lead roofing flanges—aA lead- 
ing producer of lead roofing flanges 
announced a price advance of about 22 
per cent, effective Oct. 18. 


* ca ° 


Blow torches Brass blow 
torches, under new regulations, are now 
sold by the manufacturers only where 
a suitable priority rating can be es- 
tablished for the purchase. 


- * * 


Steel game traps—Prices on 
some types of steel animal traps ad- 
vanced approximately 7% per cent, ef- 
fective Oct. 20. 

= & an 

Anti-friction babbitt—Effec- 
tive Nov. 3, Bunting Brass & Bronze 
Co. raised prices on its anti-friction 
lead base babbitt 2 cents per pound 
(from 32 to 34 cents). No change was 
made on precision bronze bars, or on 
genuine tin base babbitt. 


Power mowers—One company 
announced last month opening prices 
on 1942 models of power mowers, show- 
ing advances of approximately 5 per 
cent. Orders are to be accepted sub- 
ject to the company’s abi'ity to secure 
the necessary materials t op rate. 
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Wire scoops—One maker has 
issued a new price list showing a fur- 
ther advance of 10 per cent on wire 
potato scoops, effective Nov. 1, attrib- 
uted to difficulty in securing wire, and 
to the higher cost of tinning. 


* a * 


Pump prices—One manufac- 
turer of pumps and supplies has issued 
new prices, effective immediately, in- 
cluding advances as follows: set length 
pumps, 10 per cent;, iron cylinders, 5 
to 10 per cent; 3 x 10 brass plated cyl- 
inders, 10 per cent; and water con- 
ductors, 10 per cent. 





DECLINES 


Linseed oil. Turpentine. 
“te 





Washers — Deliveries by steel 
washer makers are very slow. Scrap for 
plates is scarce. Washer delivery dates 
are uncertain, and at prices prevailing 
at time of shipment. A 5 per eent ad- 
vance on lock washers was announced 
by some makers as of Nov. 1. 


. & * 


Sponges — Due to a sponge 
blight there is at present no sponge 
fishing in the beds of Nassau and only 
limited supplies are at present being 
taken in the Cuba and Florida beds.” 








Since thére is at present no possibility 
of obtaining sponges from Mediterra- 
nean sources, the shortage is further 
aggravated. Prices on all grades are 
high. 


* * ” 


Chamois — Stocks of raw 
chamois skins from South America and 
New Zealand are greatly limited be- 
cause of the use of ship bottoms for 
other goods. Scarcity of civilian sup- 
plies of chamois skins in this country 
is further caused by the demands for 
chamois skins for defense purposes. 


* * * 


Twine advances — Effective 
Oct. 29 jobbers received notice of an- 
other mark-up on cotton twines, 1 cent 
per pound over previous quotations. On 
the same date small ply jute twine used 
for grape tying was advanced 1% cents 
per pound. From other sources contin- 
uing small mark-ups are reported on 
various qualities of braided cotton sash 
cord. 

a * * 

Paint sundries — Further re- 
cent drops on linseed oil and turpen- 
tine include a 1% cents per gallon de- 
cline, Nov. 3, on the former, and a 
2 cents per gallon decrease on turpen- 
tine. Since the beginning of October, 
linseed oil has declined 5% cents and 
turpentine 4 cents per gallon. The 
brush situation is unchanged. 


* * * 


Nails—Nail demand continues 
unseasonably heavy with mills and job- 
bers far short of filling the require- 
ments of even their regular customers. 
Mills are booked ahead for several 
months—well into 1942. The scarcity 
of coated and common nails is partic- 
ularly acute in localities where canton- 
ments and defense housing projects are 
located. 





PRICES 
REAFFIRMED 


Certain hose accessories. 
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Al 


WITHDRAWN FROM 
MARKET 


One line screen door spring hinges. 











Bolts, screws — Operating at 
crowded capacity, the leading bolt mak- 
ers are not only shipping heavily on 
defense orders but generally are rather 
successfully supplying the current ur- 
gent needs of; their jobbing and indus- 
trial customers. 





Prices have remained 
steady since May, but mills are reserv- 
ing the right to advance prices without 
notice, and on deferred business, prices 
ruling at time of shipment will apply. 
Screw makers are also fairly successful 
in filling the most urgent needs of their 
regular trade, where ordering was done 
sufficiently in advance. 


States comprising regions in these charts: 
Middle Atlantic—(N. J., N. Y., Pa.) 
South Atlantic—(Del., D. C., Fla., Ga., Md., 
East South Central—(Ala., Ky., Miss., Tenn.) 


Mountain—(Ariz.. (o' t4-ho, Mont., Neb., 
Pacific—(Calif., Ore., Wash.) 
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Lawn sprinklers — hose ac- 
cessories—A leading manufacturer of 
sprinklers and has 
issued new prices for the 1942 season. 


lawn accessories 
There is no change on clincher coup- 
lings and menders, or regular pattern 
couplings, from the prices issued last 
mid-summer. 
zles, however, are advanced 10 per cent, 


Some numbers of noz- 
and revolving sprinklers are advanced 
5 to 7% per These prices are 
subject to change without notice, but 
Orders 
are accepted subject to government reg- 


cent. 
usual spring dating is offered. 
ulations and to ability to secure mate- 


If shipment made 
within 60 days from the time specified 


rials. cannot be 


prices may be revised. 
+ * a 
Bathroom fittings — plumb- 
ing—Effective Nov. 1 there were gen- 
eral advances of about 10 per cent, by 





New England—(Conn., Maine, Mass., N. H., R. I., Vt.) 

East South Central—(Ala., Ky., Miss., Tenn.) 

West North Central—(lowa, Kan., Minn., Mo., Neb., N. D., S. D.) 
N..C., &..C..-Ve.. W. Vad 


West South Central—(Ark., La., Okla., Texas.) 


N. M., Utah, Wyo.) 





ARE 


(Susiness 





some manufacturers of chrome-plated 
A 5 per cent ad- 
vance, effective Nov. 1, was announced 


bathroom fixtures. 


by some makers of cast brass faucets 
and valves. The scarcity of galvanized 
steel pipe continues acute, and distrib- 
utors in many areas are having to force 
the purchase of larger percentages of 
black pipe with the limited amounts of 
galvanized they can ship. 
* * * 


Builders’ hardware—Prices of 
cylinder key blanks were advanced Oct. 
23, by some makers, about 12% per 
cent. One maker of screen door spring 
hinges has temporarily withdrawn from 
the market, due to lack of needed raw 
materials. cabinet hardware 
prices were advanced 5 to 10 per cent, 
on Oct. 20, by one manufacturer. Brass 


Some 


wire hooks and eyes of one line ad- 
vanced about 20 per cent on Oct. 31 
standing now about 331/3 per cent 
above the year ago prices. One maker 
of cast pulleys raised prices about 5 
per cent on Oct. 20. 

* * * 

Stoves and accessories—Some 
makers have order books so filled that 
the completing of shipments, in time 
New busi- 
ness is not being accepted by some 
makers. It is said that some old or- 
ders, taken at the May “markets,” have 
been filled. Simplification of 
variety and trim is everywhere under 


for this season, is doubtful. 


not yet 
way. Gas range manufacturers have 
discontinued slow-selling models.  Ef- 
fective Oct. 24, galvanized range boilers 
were advanced about 7% per cent, by 


some makers. On stove and furnace 
pipe and elbows, prices remain un- 
changed since the advance last re- 


ported, but manufacturers are still be- 
hind as to completing some very old 
orders. 

* * * 

Steel production—Steel ingot 
production rose, last week, according to 
The Iron Age, Nov. 6 issue, to 98 per 
cent, a gain of one point over the 
previous week. Although October book- 
ings were not as heavy as in the record- 
breaking month of August, new orders 
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Collection percentages are obtained by dividing the collections on accounts during the 
month by accounts receivable outstandirg at the beginning of that month for an identical 


group of firms. 


did run from seven to 15 per cent ahead 
of the September figures. The volume 
of fresh business in October kept ahead 
of production with the result that back- 
logs were increased slightly. Steel in- 
dustry backlogs are now estimated at 
five to seven months operation at the 
current production rate. In the last 
few days, bookings have continued to 
exceed production. Iron and steel ship- 
ments still are below requirements and 
dealers are intensifying their efforts to 
get more material. 


Furniture and furnishings— 
A Dow-Jones survey states that the 
outfitting of new homes and replace- 
ment of worn and outmoded furniture 
have given furniture makers more busi- 
ness than they can handle, and that 
they are doing the largest business in 
15 years. Manufacturers’ shipments 
have been running more than 40 per 
cent ahead of last year, but early in 
October, backlogs of unfilled orders 
still were as much as 70 to 90 per 
cent larger than a year ago. A survey 





Stock-sales ratios are percentages obtained by dividing the cost value of stocks by sales 


of an identical group of firms. 
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of 1984 lines represented in the Chi 
cago Merchandise Mart shows liberal 
but more moderate buying of home fur- 
nishings. September sales were 32.1 
per cent larger than in September. 
1940, but this gain was 10 to 15 per 
cent smaller than in most months this 
year. Housewares manufacturers, hard 
hit by priorities, reported their Sep- 
tember business was only 7.1 per cent 
above that of a year earlier, despite a 
constantly increasing demand for mer- 


chandise. 
« «© * 


Precision tools—Reflecting the 
huge gain in the demand for precision 
tools since the outbreak of the war, 
such items as levels, micrometers, bevels, 
gages, calipers, and the like, a recently 
published report shows that The L. S 
Starrett Co.’s sales added up to $5.,- 
917,572—the largest for any year by a 
considerable margin since the present 
company was incorporated in 1929. In 
the 1940 fiscal year, the company’s 
sales volume was $3,654,613. 


* * * 


Oil-heating — The fuel oil 
“scare” seems to have blown over, now 
that shipping facilities have been ar- 
ranged, and the pushing of oil-burning 
equipment sales may go ahead confi- 
dently. The Oil Burning Institute, rep- 
resenting manufacturers and distribu- 
tors, has undertaken a campaign which 
will save substantial amounts of heating 
oil in the national emergency by in- 
suring more efficient use of oil equip 
ment already installed in homes and 


buildings. 
* * ~ 


Vacuum cleaner sales — The 
Vacuum Cleaner Manufacturers Asso- 
ciation, Cleveland, Ohio, states that 
182,550 floor units were sold in Sep- 
tember, 1941, as compared with 108,564 
in the same period of 1940. Hand 
cleaner unit sales totaled 33,239 ma- 
chines in September, 1941, compared 
with but 30,359 in September, 1940. 
The association announces that figures 
previously issued by it on July, 1941, 
totals were incorrect. Floor cleaner 
sales total for that month was 155,843 
units, the number of hand cleaners be- 
ing 31,977. 


* * * 


Toy news—Although shortages 
of metals, rubber and packaging ma- 
terials with other manufacturing diffi- 
culties are expected to keep the total 
volume of toy sales at a level only 
slightly higher than last year’s $240,- 
000,000, basic types of toys, games and 
hobby materials will be available, ac- 
cording to Toy Manufacturers ofthe 
U.S.A., Inc., who report that in ,the 
last 10 years less than 5 per cent of 
the total toy volume has been imported. 
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Toy plane models and army and navy 
equipment reflect this year the chil- 
dren’s expected interest in America’s 
armament program. Scientific toys are 
offered in an almost endless variety 
and construction. Department store toy 
sections are reported well stocked for 
the Christmas season, and already have 
experienced early buying, apparently 
stimulated by improved consumer pur- 
chasing power, and apprehension that 
the selection of toys will be limited 
later. Manufacturers say that this 
year’s earlier buying has moved their 
production peak three months ahead. 
The 1941 period of capacity operations 
was reached in June, July and August, 
while normally this occurs in Septem- 
ber, October and November. 


* * * 


Industrial activity — Brief 
though the now recessed coal strike 
was—four days—it was sufficiently ef- 
fective to cause an average drop in in- 
dustrial operations for the Oct. 25 week. 
The Associated Press index of indus- 
trial activity, based on 1929-30 levels 
as 100, eased off to 138.8 per cent, but 
was well ahead of the year-ago mark 
of 116.1 per cent. Railroad freight car- 
loadings for the week were 9.1 per cent 
ahead of last year’s comparison, and 
electric power output was 15.1 per cent 
ahead. Neither index was quite up to 
the recent preceding “peaks.” 





Chart showing total sales of 

1652 independent retail hard- 

ware dealers in all parts of 

the United States appears 
on page 58. 





Widening price advances 
Overhead costs in many industries can 
no longer be reduced by increased sales, 
since capacity (or allowable) opera- 
tions have been reached. Production 
costs therefore are rising widely, and 
are causing an increasing number of 
price advances. Higher prices during 
the past month were reported by 43 
per cent of the business concerns re- 
porting to the Industrial Conference 
Board’s monthly survey, published Oc- 
tober 24. Only 2 per cent reported 
price declines and 55 per cent reported 
no change. At the end of October, 
commodity price averages were- rising 
again, with the recovery in farm and 
food prices. On Nov. 1, the Associated 
Press Wholesale index of 35 commodi- 
ties stood at 91.3 per cent of the 1926 
average, compared with 75.42 per.cent 
a year.ago—and a 194] “high” of 
94.27 per cent. 
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Goods “On 


Demonstration” 


HEN a business man leaves 

goods at a prospect’s home or 
place of business “on demonstration” 
or for inspection, what is the pros- 
pect’s responsibility for their protec- 
tion against loss and damage while 
they are in his possession? 

Discussing such a situation recent- 
ly, a Federal court said: “While 
the goods were in the prospect’s 
home, it was not his duty to insure 
them from fire or burglary, and no 
liability for their loss or damage 
would have attached except from 
gross negligence. Nor in the cir- 
cumstances was it the duty of the 
prospect to return the goods to the 
business house to which they be- 
longed. That duty rested on the 
business house.” 

In the case before the court a 
business house had left certain items 
in a prospect’s home for inspeetion. 
with the prospect’s permission. Ac- 
cording to the court’s opinion, a 
business man who leaves goods with 
a prospect “on demonstration” or 


— 





for inspection, runs the risk of their 
loss by fire or theft and must go 
back to get the goods when he wants 
them. 


Trade Customs 
OMETIMES, where there is a 


dispute about the meaning of 
certain terms in a contract, the 
courts look to the customs and 
usages in the trade or industry in 
which the contract is operative. 
Often the meaning of a contract can 
be clarified by reference to such 
trade customs. 

But that’s only where there’s 
doubt about the meaning of certain 
terms in the contract. Where the 
terms and meaning of the cdhtract 
are clear, a business man who is a 
party to the contract cannot hope 
for a more favorable interpretation 
through the help of trade customs. 

“The allegations with reference 
to custom in the trade are imma- 
terial,” said a Federal court in a 
recent case, “as the agreement here 
in question is clear upon its face 
and cannot be varied by proof of 
such allegations.” 


XV GREENFIELD 








Detroit Plant: 2102 West Fort Street 
Warehouses in New York, Chicago and Los Angeles 
in Canada: Greenfield Tap and Die Corp. of Canada, 
Ltd., Galt, Ontario 
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New and Improved M erchandise—Display Helps—Sales Literature— 


Fluorescent Wall 
Brackets 


These new Lawson creations are 
said to give all the advantages of the 
popular fluorescent lighting: more 





light with less glare; luminous over 
the entire surface of fluorescent tube; 
always cool, practically no heat loss; 
remarkably low power consumption. 
This new model is equipped with an 
adjustable shield to direct the light 
rays in any direction. Base, reflector 
bracket and shield are brass, chromium 
plated. Auxiliary unit (nece:sary with 
each fluorescent light) and_ light 
switch are built into the base. In each 
pair, one base is equipped with con- 
venience outlet. The F. H. Lawson 
Co., Evans & Whatley Sts., Cincinnati, 
Ohio. 


Hand Saw Guard 


“Protectasaw” guard for hand saws 
is constructed from copper plated dead 
soft steel with a longitudinally arched 
body to prevent contact with teeth of 
saw. When applied to saw, guard 
touches extreme front and rear points 
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only, therefore protects all teeth when 
saw is not in use, maker states. Held 
in place with a spring steel wire clip 
applied to center of saw. Clip is out 
of the way when guard is not on saw. 
Guard can be filled with vaseline to 
prevent rusting of saw when used in- 
frequently. Made for 26 in. saws. For 
shorter saws, it can be cut to desired 
length with tin shears. E. C. Atkins 
and Company, 402 S. Illinois Street, 
Indianapolis, Ind., U.S.A. 


Ingersoll “Clipper” 


Small and thin in ultra-modern 
-quare, chromium finish case, with the 
new sweep second hand feature and 
luminous dial and hands, the Inger- 
soll “Clipper” is handsomely boxed, 





with transparent acetate cover, to make 
an attractive gift package. Retails at 
$4.95 to the public, under Fair Trade 
in all states having Fair Trade laws. 


Plastic Products 


Gits Molding Corp., 4600 W. Huron 
St., Chicago, Ill., has issued catalog 
No. 412 and price list on the plastic 
products in its line. 


Tile and Glass Nipper 
The “Red Devil” No. 508 tile and 


glass nipper is the newest in the line 
manufactured by Landon P. Smith, 


Inc., Irvington, N. J. This tool of 
special alloy steel, drop forged and 
scientifically heat treated, is said to 
combine unusual strength with light 
weight and is built for long, hard 
usage. Further information and prices 
may be obtained from “Red Devil” 
jobbers or by writing direct to the 
company mentioning jobber’s name. 


“Handee” Christmas 
Campaign 

The “Handee Tool of 1001 U-zes” is 
again this year suggested as an ap- 
propriate gift for promotion by hard- 
ware dealers during the holiday season. 
The “Handee” grinds, drills, polishes, 
routs, carves, cuts, sands, saws, en- 
graves, etc., and can be used on metals, 
alloys, resins, glass, horn, bone, and 
other hard substances. Dealers are sup- 
plied with a special counter display 
case which houses the toois’ 300 ac- 
cessories. The “Handee Ultra DeLuxe” 
is packed in a neat metal carrying 
case with 45 of the most popular ac- 
cessories. Chicago Wheel & Mig. Co.., 
1101 W. Monroe St., Chicago, Ill. 





HARDWARE AGE 














W 


47 


ur e— 








Perfection Water Heaters 


A new line of kerosene burning 
water heaters announced by Perfection 
Stove Company, Cleveland, Ohio, in- 





clude: three that have fuel reservoirs 
of two gallons capacity instead of the 
usual one gallon. Included are two 
heaters with single burners and with- 
out legs, designed to be supported by 
the piping with which they are con- 
nected to the hot water storage tank. 
The third model, with legs, has two 
burners. The reservoirs are of the lift- 
out metal type, equipped with a fuel 
gauge. 


Vultee Vanguard 
Plane Model 


Comet Model Airplane & Supply Co.. 
Chicago, Ill., announces the release of 
its “V” model, the Vultee Vanguard, 
an exact scale flying model (1% in. 
to one foot) of the real ship. This 
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Window Trims—New Packages—New Colors—Catalogs 


43% in. wingspan plane is made to 
sell for $1.50 and features movable 
controls, retractable landing gear, 
automatic bomb dropping, parachute 
and glider device; and many others 
that will delight even the most de- 
manding of model builders. 


Scotch Tape Christmas 
Items 


A new, improved assortment of 
Scotch Tape Christmas items. Scotch 
gift wrap tape in 10 cent rolls is of- 
fered in 10 numbers in a variety of 
attractive Christmas colors and many 
new designs. “Scotch Tape” Christmas 
seals, 25 cents complete with dispenser, 





are presented in 7 new designs and 
three bright colors—108 seals to a 
roll. Minnesota Mining & Mfg. Co., 
St. Paul, Minn. 


Yale Merchandiser 


Another free display board has been 
introduced by The Ycle & Towne Man- 
ufacturing Co., Stamford, Conn. The 
F-46 Merchandiser features best-selling 
drawer and wardrobe locks in a range 
of prices from 15 cents to $1.25 retail. 
Eight lock-and-key sets are attractively 
arranged around the word “Yale” on a 
blue, silver and orange panel. The 
board is 17% in. high by 8% in. wide. 
The F-46 Merchandiser is available to 
retailers, who pay only for the locks. 





Fluorescent Bed Lamp 
“Plasti-Lite,” the all plastic fluores- 

cent bed lamp uses the new 8-watt, 12- 

inch fluorescent bulb, introduced by 





the Mitchell Manufacturing Co., Chi- 
cago, Ill. It renders 22 footcandles of 
light on the reading page at 18 in. dis- 
tance, and’ 13-foot candles at 24 in. 
maker states. “Plasti-Lite” comes in 
two finishes, both of molded plastic: 
onyx ivory and deep walnut. Has stand- 
ard approved sockets. Easy to operate 
switch. Approved 9 ft. rubber cord, 
with new type “plug-in” ballast, elim- 


inating hum. Available for 110-125 
volts, alt@érnating current only. List 


Price $5.95. As part of its introduc- 
tory merchandising offer there will be 
available free an attractive demonstra- 
tor display for windows or counters. 


Shoe Rack 


“Handee” shoe racks, a new  prod- 
uct of the A. B. Carlson Co., Aurora, 
Ill., assembles shoes in a neat row flat 
against the inside of the clothes closet 
door or on the wall. Made of steel 
and finished in lustrous black enamel. 
Retails at 35c. or three for $1.00. New 
attractive display is sent free with each 
dozen order. 

















Bassick 


CASTERS 








7 E curtail- 


ment of pro- 
duction of 
furniture cast- 
ers, slides and 
other products of the Bassick Company 
not required for defense needs has been 
necessary. We cannot give normal 
prompt deliveries or keep adequate 
stock of all items in our Scosthanens? 
hands—but are doing everything we 
possibly can to serve you. 

We hope it will not be long before we 
will again be in position to enable you 
to serve your customers with the out- 
standing product in its field—Bassick 
Casters. 


THE. BASSICK COMPANY 


sTaleletst slelal Connecticut 












WhhTS NEW 





Moore Maptack Display 
Display cabinet No. 5000 is finished 


in aluminum with chrome trim and 
measures 11% in. high by 10% in. 





wide by 6 in. deep at its base. Glass 
panel in front reveals a background 
map of the U. S, studded with multi- 


” 


colored “Maptacks.” Compartments in 
rear holds 160 packets. Display is free 
with order for 5000 Moore “Metlhead 
Maptacks.” Moore Push-Pin Co., 133 
Berkley St., Philadelphia, Pa. 


Trapping Booklet 


The Animal Trap Company of Amer- 
ica, Lititz, Pa., offers a complete 32- 
page guide to the conservation and 
trapping of common fur bearers. More 
than 20,000 copies have already been 
distributed and the book is now going 
into its second printing. It contains 
the information rural residents need 
before entering the fiéld. 


Utility Knife 
The design of these knives differs 
from the conventional type in that 


they are conveniently operated with 
one hand and provide four blade 





lengths with a press of the finger, 
locking in any one of the four pogi- 
tions with positive safety, maker 
states. Blades are manufactured of 
quality high carbon steel that will 
retain a keen cutting edge. File blades 
or palette blades are optional at no 
additional cost. Handles are molded 
of an unbreakable plastic in a wide 
range of lustrous colors, in plain and 
mottled effects. These knives are now 
being merchandised in this display, 
furnished free with each dozen. The 
display is compact in size, requiring 
only 6 by 4 in. space on the counter 





and is printed in three colors pre- 
senting a sales message. Gits Molding 
Corp., 4600 Huron Street, Chicago, 
Illinois. 


Mead Bandsander 


Carves, shapes, sands, and polishes 
wood plastic and metal projects. Said 
to cut fast and clean on curves, in- 
tricate scrolls, and on inner edges. Has 
long abrasive surface for cool, fast ac- 
tion. Tabie tilts at 45 deg. to enable 
beveling edges on scroll work, inside as 
well as outside. Bands as narrow as 
% in. or less may be used. Mead 
Specialties Co., 15 S. Market St., Chi- 
cago, Ill. 





“Quintuplet” Can Opener 


Maker states it may be used as a 
pryer for pressed-in covers, jar opener, 
bottle cap remover, screw driver, and 
can opener. Said to work automatic- 





ally; no hole to punch or handles to 
squeeze; tilts tops at end of cut; leaves 
clean, smooth edge. Suggested retail 
selling price, $1. Plastic handles in 
red and white. Klarion Merchandising 
Corp., 45 E. 17th St., New York City. 


HARDWARE AGE 











—_ .. eee ca te 











Porcelain Filter For 
Vacuum Coffee ‘Makers 
The Aluminum Goods 


Manitowoc, Wisconsin, announces a 
? 
porcelain filter for making crystal clear 





coffee. This new gadget fits most makes 
of vacuum coffee makers. The brew is 
filtered through the stone, leaving all 
the grounds behind, maker states. It 
works also for making tea the new 
vacuum way. Six filters attractively 
packaged are attached to a display 
card. Packed two display cards in 
shipping carton, weight three pounds. 
No. 9909. This item retails at 35c. each, 
anywhere in the United States. 


Jacuzzi Pump Line 


A new line of high capacity, shal- 
low well, centrifugal pumps, especially 
developed for surface and overhead 
irrigation, circulation and booster use, 
and other installations requiring  efh- 
cient handling of a large volume of 
water. Over 50 units are included in 
the line, in sizes from 1% to 15 horse- 
power with capacities up to 1500 g.p.m. 
Features include modern, compact de- 
sign; only one moving part, efficient 
bronze impeller, absence of close or 





rubbing fits resulting in a unit that 
is little affected by a normal amount 
of sand or’ silt, maker states. Avail- 
able in three types, horizontal or ver- 
tical direct - connected, motor - driven 
units, and also horizontal units 
equipped for  belt-driven operation. 
These new pumps are fully described 
and illustrated in the new bulletin 
No. IR-841, free upon application to 
the manufacturer. Jacuzzi Brothers, 
Inc., 1450 San Pablo Avenue, Berkeley, 
Calif. 


NOVEMBER 13, 1941 


Mfg. Co., | 














‘ 


saat ee eighty-four eee eighty-five eee eighty-six eee ‘ 


Poor Mr. BEASLY! Night after night the merchandise sold dur- 
ing the day passes before him. Rakes, rollers, hammers, nuts 
and bolts. Did the store get all the money on cash sales? Was a 
correct record made of credit transactions? Why, it’s enough to 
give any store owner a nightmare. 

Now, if Mr. Beasly had a modern National Cash Register 
System, he’d get more sleep and certainly could be sure of get- 
ting all the profits he’s entitled to. 

For instance, on each cash sale a National Cash Register 
printed receipt is given to the customer. The identical amount 
that is printed on the receipt is also printed on the detailed audit- 
strip and added into a control total. 

On credit transactions, the salesperson writes out a regular 
sales slip, inserts it into the register, which then prints the 
amount of the sale on both copies. Again, a record of this 
credit transaction is printed and added inside the machine, 
providing an accurate accounting of the day’s credit sales. 

There’s a saving of time, a saving of money and a greater 
assurance of accuracy with a modern National System. Let your 
local National representative tell you how easily you can get 
complete cash and credit control. Call him today! 


The National Cash Register Company 


DAYTON, OHIO 
Check-Writing and Signing Machines 
Posting Machines 
Bank-Bookkeeping Machines 


Cash Registers 
Typewriting-Bookkeeping Machines 
Analysis Machines 
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N the interests of national defense 


Vichek Tools are going in large 
volume to army bases and airports. 


WHATS NEW 





“Tite Joints” 


Specially treated fabric crosses for 
tightening loose chair rungs, table 
legs, umbrella handles, and _ other 

















rungs, rods, or handle. Said to be 
strong enough to hold a hammer-head 
and not to be affected by climatic 
changes or dampness. Packed 10 to a 
Cellophane-wrapped display card to re- 
tail at 10 cents each. Displayed 12 to 
24 packets to a counter card. “Tite 
Joint” Sales Co., 309 Fifth Ave., New 
York City. 


Can Opener 


The “Smoothcut” can opener has 
been streamlined and simplified, with 
certain parts employing vital defense 
materials eliminated. Performance is 
said to be improved, service-life in- 
creased and cleaning made easier. The 
new “Smoothcut” is available in two 





models each retailing at the same price 
as previous models. The Deluxe with a 
gray satin finish retails at $1.80 and 
the Special Deluxe, finished in chro- 
mium, retails at $3.45, the latter 
packed in a specially designed gift 
box. Regina Corp., Rahway, N. J. 


Freezer Storage Cabinets 


The “Esco” low temperature freezer- 
storage cabinets provide complete unit 
type locker systems especially de- 
signed for homes, farms, stores, insti- 
tutions, etc., where frosted foods are 
used, stored or frozen. Four lines have 
been designed: to provide zero storage; 
combination zero storage and sharp 





freezing; dual purpose low temperature 


with separate 40 deg. storage com- 
partment; and sharp freezing. The 16 
cu. ft. size is adequate for small 
families of two or three; the 24 cu. ft. 
size for families of three to five; the 
32 cu. ft. size for five to 8 persons, and 
the 40 cu. ft. for larger families. Ap- 
proximately 35 lbs. of assorted foods 
can be stored per cubic foot. If, meats 
alone are stored, an average of 40 lbs. 
or more per cu. ft. can be accomo- 
dated. Esco Cabinet Co., West Chester, 
Pa. 


Witte Hardware Catalog 


The Witte Hardware Co., wholesale 
hardware firm of St. Louis, Mo., has 
issued a new complete general hard- 
ware catalog, No. 41, with two self- 
contained supplements on_ electrical 
devices and appliances; fishing tackle 
and sporting goods. Contained in the 
general catalog is a special section on 
lighting equipment. 








Production has been materially in- 
creased in order to cooperate fully 
with the national defense program 
while caring for trade requirements as 


iron is used. Also said to permit board 
to dry out evenly after ironing, thus pre- 


“Air-E-Ated” Ironing 
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completely as possible. 


Vichek Tools are giving a good ac- 
count of themselves—always depend- 
able, always good value. 


THE VLCHEK toot co. 


3001 E. 87th St 


Ohio 


Cleveland 








Table Top 


Said to allow the escape of excessive 
steam, thus preventing top from being 
saturated, whether a steam or regular 


venting warping. Furnished on all mod- 
els of boards at no extra cost, manufac- 
tured by The Rich Ladder & Mfg. Co., 
1000 Depot St., Cincinnati, Ohio. 
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Open-Top Carpet 
Sweepers 


Landers, Frary & Clark, New Britain, 
Conn., announce the production of 
three new open-top carpet sweepers. 





These include the “Efficiency,” (No. 
14) done in blue with a white stencil; 
the “Speedwell,” (No. 15) in gray with 
a blue and white stencil and the wal- 
nut veneered, “Renown,” (No. 16). 
Among the features of the new 
Sweepers is the exclusive open-top 
which quickly unlatches and permits 
the dust pan to be easily removed. 
The finest bristles are used in the 
brushes, which are cleaned by a re- 
movable comb inserted when _ the 
brushes need cleaning. Along the 
sides of the “Speedwell” and _ sister 
sweepers are extra. wide rubber 
bumpers to protect furniture. Sweepers 
adjust themselves to the thickness of 
the rugs and are said to clean just 
as well on the long tufted as on 
the short tufted floor coverings. The 
“Efficiency,” “Delight,” “Speedwell.” 
“Supreme” and “Renown” can be com- 
pactly folded away in the closet for 
future use. The price of these cleaners 
is for the No. 14 $4.95, for the No. 15, 
$5.95 and for the No. 16, $6.95. 


Rubber Flashlight 


“Rub-R-Lite,” is a patented rubber 
flashlight that can be dropped on 
asphalt pavement from six stories and 
still work or can be left in water three 
months without damage, maker states. 
Comes in two-cell and three-cell sizes 
in either focusing or fixed-focus types. 
A special patented two-button snap 
switch is claimed to do away with com- 
mon switch problems, while the pa- 
tented inside battery-case (with side 
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opening) is said to prevent corroded 
batteries from being permanently stuck. 
It has an aluminum plated reflector 
with a shatter-proof, plastic lens, and 
throws a elean, powerful, long-range 
spot. The light is completely insu- 
lated in its molded, air-tight, one- 
piece resilient rubber case. Maker 
states that it cannot be magnetized 
from tool boxes, engine rooms or ships 
where a surrounding of metals often 
magnetizes and wears out batteries 
whether used or not. William M. Len- 
nan, Inc., Pasadena, Calif. 


Household Sealing 
Caulking Compound 
“Kalk Kord,” a household sealing and 


caulking compound, is non-oxidizing 
and is said not to check, crack or 
harden. It is quickly and easily applied 
with the fingers alone and is used for 
sealing and caulking window frames and 
doors, to fill cracks in stone or wood- 
work, indoors or out. It seals tightly, is 
waterproof, and can be painted over im- 
mediately, maker states. It is packed in 
rolls containing 15 ft. of the compound 
in the form of a beaded strip—enough 
to seal the average size window. Press- 
tite Engineering Co., 38 Chouteau Ave- 
nue, St. Louis, Mo. 


Sponge Rubber 
Window Stripping 


“Dor-Tite” for sealing all types of 
storm windows, doors, refrigerator 


doors, etc. Made of extra live sponge 





rubber reinforced with tough fabric to 
prevent stretching. One side has coat- 
ing of adhesive to hold firmly to wood, 
glass, metals, and other surfaces. Spe- 
cial introductory deal. Durkee-Atwood 
Co., Minneapolis, Minn. 





Shade Tree Insects 


A new booklet issued by the Tangle- 
foot Co., Grand Rapids, Mich., illus- 
trates and describes the life cycle of 
canker worms, cut-worms, gypsy-moth, 
brown-tail and tussock-moth caterpil- 
lars, bag or basket worms and many 
other destructive climbing insects at- 
tacking shade or fruit trees. It gives 
detailed instructions on control of these 
pests. It is a book that every hardware 
dealer should keep handy for ready 
reference. It can be obtained by writ- 
ing the company, requesting a copy of 
the booklet, “Protection for Fruit and 
Shade Trees.” 
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UNCLE SAM CALLS 


FOR HORSES TO 


—more snaps! 
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Shortages of gasoline and 
mechanized equipment 
mean that farmers will be 
forced to use more horses. 
More horses—more harness 


To get the wide variety of 
snaps necessary to meet 
customer demands—the 
product quality upon which 
profitable “repeat” busi- 
ness is built—specify 
ANCHOR BRAND Snaps. 
ANCHOR BRAND is the 
most complete line you 
could stock. Besides, North 
& Judd controls every step 
in its snap manufacturing 
proeess. Your assurance of 
unvarying quality! Order 
ANCHOR BRAND Snaps 
from your jobber—today! 





” 





VORTH & JUDD 


(one) NEW BRITAIN, 


CONN. 




















THE LANTERN 


WITH 


THE AERO 


FEATURES 





In 2 sizes 


Smart in looks. Smart in construc- 
tion. All-Weather Controls. Air 
Flow Combustion. Aero (rain 
shedding) Dome. Ride with the 
Air Pilot and you will reach new 
heights in lantern sales. 


Embury Mfg. Co., Warsaw,N.Y. 











oe a Lot 
ore Shab in 
the TIP! 











Solid Steel Rods 


for 1942 Season 


Premax hi-carbon, oil tem- 
pered solid steel rods are now 
designed with a carefully grad- 
uated blade, tapering down to a 
new lighter tip which gives them 
added snap and balance. This 
will be a BIG HIT with sports- 
men and materially increase your 
sales on these popular rods. 

Send for Bulletin and prices 
today so, that you can get your 
order in at once and avoid pos- 
sible delays. Ask your jobber or 
write direct. 


rem lop 4 late, ducts 


Division Chisholm-Ryder Co., Inc. 


4201 Highland Ave., Niagara Falls, N. Y. 


Priorities and the Defense 


By H. F. SEYMOUR* 
The Columbian Vise & Mfg. Co. 
Cleveland, Ohio 


NYTHING that I can say is 
A necessarily unofficial. I have 
not been in Washington for about 
six weeks, and things change 
there so rapidly that it is almost 
impossible to keep up with any 
priority plan unless one is there 
constantly. In addition, my work 
was with production, not priori- 
ties, although I had something 
to do with the development of 
this defense supplies plan. | 
realize and all realize that it is 
not popular with you gentlemen. 
It is not popular with many peo- 
ple. Many say it will not work, 
but the fact is that it is the only 
plan that has been developed, 
and I am quite sure it is the only 
plan that is going to be devel- 
oped which allows a manufac- 
turer to secure his raw material 
before knowing what percentage 
of it is going into defense, and 
through the manufacturer it gets 
into the hands of the distributor 
in the same way before knowing 
what part of the distributors’ 
sales are going into defense. 


Recent Changes 


The plan today has undegone 
one or two changes in that the 
new PD-25-D which has been re- 
vised as a new certificate will 
come from a distributor to a 
manufacturer if he cares to at- 
tach it to an identified order. 

That particular PD-25-D is at 
the present time—I am up to 
date on that. It is undergoing 
some revisions now, so there is 
not much to say on that. particu- 
lar form, but you all know that 
to let this plan function we must 
analyze 85 per cent of. our val- 
ume. Now that does, not mean 
85 per cent of our customers. 
But you must analyze 85 per cent 
if yeu come under this plan. 


*An address delivered at the annual 
convention of the National Wholesale 
Hardware Association at Atlantic City, 
N. J., Oct. 14, 1941. 





H. F. SEYMOUR 


That is the reason manufactur- 
ers are asking you for these cer- 
tificates in order that they in 
turn can secure their raw mate- 
rials, as I say before knowing 
whether they are going to de- 
fense or not. 

Analyzing 85 per cent of your 
volume only means analyzing ap- 
proximately 15 to 20 per cent of 
your customers. Those figures are 
very general throughout the 
country. There are some who 
can analyze 85 per cent of their 
volume and only analyze maybe 
5 per cent of their customers, 
and in that way they will secure 
a percentage rating of 65 per 
cent or whatever it may be. As 
a matter of fact, 65 per cent is 
high, although some are as high 
as 93 per cent. At least, that is 
the highest that has come to my 
attention. 


Simpler and Easier 


So that in analyzing your vol- 
ume of 85 per cent you will find 
that each month it becomes a lit- 
tle simpler and easier and more 
accurate. Now the greatest 
trouble has been that manufac- 
turers who are asked by you as 
distributors to give you their fig- 
ures on defense, are loath to do 
it. Some of them refuse to do it. 
Actually, in refusing to give that 
information they are harming 
themselves because they are not 
helping you to help them. So 
there is a matter of compliance 
in connection with this that is 
important. 

Another point that is not 
clearly understood and one which 


HARDWARE AGE 








St 





onse 


ur- 
er- 

in 
te- 
ing 
de- 


yur 
Ap- 


are 
the 
rho 
eir 
rbe 


ire 
er 
As 


is 


is 
ny 


ol- 
nd 
it- 
re 





is very vital is that if you have 
a defense percentage of 50 per 
cent, for example, of your vol- 
ume, that does not necessarily 
mean the manufacturer can only 
give you 50 per cent. For ex- 
ample, he can give you all he 
wants. In fact, most manufac- 
turers are filling 100 per cent 
orders except on those items that 
are critical. There are articles 
where there is just not enough 
to go around for defense pur- 
poses alone, and under those cir- 
cumstances obviously they can- 
not fill 100 per cent of those 
orders if 50 per cent is for de- 
fense. 


Interference 


That one point has probably 
interfered with the compliance 
with this as much as any single 
thing. There are distributors 
who feel if they send in 15 per 
cent they will only get 15 per 
cent of their purchases. 

Washington is working to cut 
down paper work; they have 
made a lot of progress on this 
plan and I think you are going to 
see results over the next 60 days 


Supplies Rating Plan 


so that it will become easier all 
the time, but it is absolutely 
necessary. 


Vital Interest 


The other part of this plan 
that is vital to you and to those 
manufacturersdistributing 
through jobbers, is that it recog- 
nizes the jobber. I am very much 
encouraged or was, recently, 
when Mr. Nelson was made head 
of the Priorities System— 
whether we like distribution 
through mail order houses, chain 
houses, etc., is beside the ques- 
tion—but he does recognize the 
jobber. That is a vital matter. 
There was a time back in the 
beginning of this plan when 
there was serious consideration 
of ignoring the jobber, prac- 
tically putting him out of busi- 
ness. That could not happen ob- 
viously, but might delay things 
for a few months So the fact 
that the jobber is recognized as 
an essential part of the distribu- 
tion system is very essential and 
I am sure that there will be no 
change; that it will continue that 


+ Way. 


Rack Shows 20 Sleds 
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HIS rack of the Kelley-Duluth 

Co., Duluth, Minn., displays 20 
sleds of various sizes in a limited 
floor space. It is on casters so that 
it can easily be moved to any part 
of the store. Sled runners rest on 
wood strips across the front and 
back which are spaced so that the 
sled will slip in and out easily. 

The displayer tapers from bottom 
to top. Smaller sleds can thus be 
shown at the top and the larger ones 
at the bottom. The rack is 3 ft., 6 in. 
square at the bottom and tapers on 
the ends to 1 ft., 6 in. at the top. It 
is 7 ft. high and can be easily con- 
structed. 


This rack occupies only 3 ft., 
6 in. square of floor space. 





Here’s the extension rule to 
feature if you want quick 
sales and happy customers. 
It's one of the famous line of 
Lufkin “Red End” folding 
wood rules—a-quality prod- 
uct through and through. 
When you show this rule to 
a customer your sale is made 
—especially when you tell 
him how reasonably it's 
priced . .. It's just another ex- 
ample of why we say, “It 
always pays to talk Lufkin.” 


OFK/IN 


AGINAW, MICHIGAN 


TAPES - RULES 





New York City 


PRECISION TOOLS 
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Customers say a QU C K 


“Yes!” when you Say “Vicror! 




































Rising operation costs can be reduced by 
putting more emphasis on quick-selling 
items. Trappers are easily sold Victor 
Traps. Many will ask for them by name— 
most are familiar with Victors as the traps 
with the delayed action stop-loss guard. 





Dt pays to sel 


ONEIDA VICTORS 


The TRAPS that trapmer 
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DENISTON 
ROOFING 
NAILS 


Sell the nails your customers 
want — DENISTON TRIPLE 
LOCK LEAD SEAL DRIVE 
| SCREW ROOFING NAILS. The 





lead under the head and down 

the shank plugs the hole around 

the nail with lead to form a 

weather-prool seal . . . the 

“bump” triple-locks nail, lead 

and sheet solidly together . . . 

the drive screw shank makes 

the nail turn and hold like a 

screw. Result: the roofing gives 

better service and lasts longer, 

your customers are satisfied, you 
get more business and make big- 
ger profits. Deniston Nails are 
made for all kinds of roofing. 
Available in various styles and 
lengths, in bright or galvanized 
finish or solid copper. Send for 
FREE Demonstrator blocks and 
samples of nails. 


REE i2 
The DENISTON Co. 


4856 Sout Ww 
CHICAGO 


ILLINOIS 





ANIMAL TRAP COMPANY of AMERICA, LITITZ, PA. 
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OW, when shortages in metals 
are becoming increasingly 
manifest because of the tremendous 
war effort, The H. B. Sherman Mfg. 
Co., Battle Creek, Mich., announces 
a line of lawn hose goods that sub- 
stitutes plastic for metal. It is esti- 
mated by Sherman executives that 
the use of these plastic materials 
will save many hundreds of thou- 
sands of pounds of brass which is 
badly needed for defense use. 
With the use of plastics, a new 
color-effect in lawn hose good is ob- 
tained. They come in wine red, 
canary yellow, orchid, mulberry, 
peach blow. These colors have a 
high lustre, a characteristic of pol- 
ished plastic and because they ge 
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_ Plastic Lawn Hose Goods ; 


clear through the material, they do 
not wear off or fade. 

The company does not claim that 
the plastic items are better than 
brass from a service standpoint, but 
it states tests have indicated that 
the plastic goods are thoroughly 
adequate for the purpose intended 
and that they will prove popular 
with the public. 

Included in the new Sherman line 
are the items illustrated: 1—the 
“Glamour” all-plastic model; 2— 
the “Charm” plastic sleeve with 
brass base; 3—all-plastic coupling; 
4—long-grip coupling, plastic nut, 
and 5—the “Tulip” sprinkler with 
plastic head. 








Does Contract Protect? 


HERE a business man relies 
on the protection of a con- 
tract for service, equipment or other 
things vital to his business, he had 
better make sure that the contract 
really protects. A Texas court re- 
cently pointed out that a contract 
which specifies no definite time for 
its continuance may be ended vir- 
tually overnight. The case before 
the court concerned a contract for 
the lease of certain equipment. 
“The contract shows to be a rental 
contract of personal property for 
hire and for no definite period of 


“Tt 


therefore, terminable at the option of 


time,” said the court. was, 
either party to the contract. As a 
general proposition a contract, in- 
definite as to the time of its per- 
formance, may be terminated by 
either party by giving notice of an 
intention to do so.” 

So, unless a business man is will- 
ing to risk being suddenly “shut off” 
from the benefits of a contract, he 
should see to it that the contract it- 
self specifies the period of time for 
which it is to be in effect. 
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--here’s the latest LINCOLN 


CATALOG NO.7I i 


LINCIEN 





KLEENSEAL 
CATALOG 


prepared to help you sell grease 
guns and fittings required 
during national emergency 


Machines in factories, and tractors and imple- 
ments on the farm have bearings which must be 
properly lubricated so as to keep the equipment 
running. This is no time for machines to fail—so, 
a big market is open to you. Now, more than ever 
before, dependable lubricating equipment is re- 
quired to dispense grease to bearings—and the 
Lincoln line puts you in a position to supply the 
proper lubricating equipment. 

Catalog No.71,just off the press, covers the great 
line of Lincoln KLEENSEAL Grease Guns and Fit- 
tings. This up-to-the-minute catalog makes it easier 
than ever for hardware dealers and implement 
dealers to sell Lincoln Standard Type “K” Grease 
Guns, High Pressure and Volume Bucket Pumps, 
Transfer Pumps, etc. This catalog also covers a full 
range of all types and sizes of grease fittings. 

Consult your nearest Lincoln jobber, or write us 
for details on this great line. nace 


LINCOLN ENGINEERING CO., ST. LOUIS, MO. 











for Game Rooms 
and Dens 


*Authentic Design 

®Unifies Exterior with Interior 
*Easily Applied—Saves Time 
© Maintains Finish Permanently 


Sales are easier to make when you show 
your prospect a “follow through” of 
exterior and interior hardware. McKinney 
offers a wide variety of styles in every 
price range. 
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McKINNEY MANUFACTURING COMPANY « PITTSBURGH, PA. 


OVER 75 YEARS DESIGNING AND MANUFACTURING GOOD HARDWARE 
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TOOL OF 
1001 USES 


Featured this 
fall in an 
intensive 
Christmas 
campaign 
in national 
and indus- 
trial publi- 
cations 
reaching men 
of all ages, 
who need the Handee for 
homecraft, shop work or to 
carry in repair kit. Original 
tool of this type and the 
leader today. A swell gift 
for any man, and for the young fellow 
in service, 

Speed, 25,000 r.p.m. Wt. 12 oz. Na- 
sano. advertised, with 7 Accessories, 


ULTRA DE LUXE SET 


A Big Christmas 
Seller and profit- 
able the year 
round. Strong, 
metal carrying 
pa case contains a 
, DeLuxe Model 
Handee and 
45 of the most 
popular acces- 
sories to grind, 
drill, polish, 
eut, rout, carve, saw, 
sand, sharpen, engrave. 
a advertised, 








FREE COUNTER DEMONSTRATOR 


A real sale maker. Requires only 2 square feet 
of space. ‘Attracts prospects, invites them to try 
the Handee. Costs you nothing. 


300 ACCESSORIES 
BUILD STEADY BUSINESS 





Special sets are now available or 

andee owners can make their own 
selections of separate items from this 
glass-top, dust-proof display case. Con- 
tains 87 of the livest varieties in con- 
stant demand, 3 of each item. 


Write Today for Special Deal on 
Accessory Case and Handee Self 
Demonstrator Set 


CHICAGO WHEEL & MFG. CO. 


Makers of Quality Products for 40 Years 
1101 W. Monroe St. Dept. H. A. Chicago, I. 
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What Do You Know About 
Our Railroads? | 


(Continued from page 52) 


are now getting as to the actual 
working of the minds of this group 
of hardware clerks. It is surpris- 
ing how much these letters are 
alike. The minds of the clerks, the 
men on the selling firing line, seem 
to be running in the same chan- 
nels. Our clerks know what they 
need and want in selling plans and 
ideas. We wish to thank them for 
their letters. They will help us 
supply what is wanted. 

I receive in my daily mail many 
interesting and useful circulars 
and pamphlets and books and I 
feel I can help our Club and others 
of our readers by referring to 
them in my articles. Frequently, 
on account of lack of space, I can- 
not give a subject the full atten- 
tion it deserves, but I ean write 
you about my sources of informa- 
tion most of which you can obtain 
without any more cost than a 
postal card of request. Following 
this plan we can widely extend our 
sources of valuable information. 

My college boy friends tell me 
that their lecturers give them a 
regular course of reading to ac- 
company their courses. It seems a 
good plan. Will you work along 
with me? It will be inspiring to 
me to think we have a class of over 
1000 hardware student readers and 
more joining up every day. 

We live in a great, wonderful 
country. That’s a trite statement. 
But we can hardly realize just 
what this country means in so 
many ways without getting the 
facts. If we can’t travel over the 
country and see for ourselves we 
can at least gather these facts by 
reading. 

I started this article about our 
railroads. When I read a pamphlet, 
just received, | was simply flab- 
bergasted at the facts given. Then 
I thought—wouldn’t it be fine if 
every one of our club members and 
our other readers would read this 
pamphlet? Why not? Just send a 
postal to “QUIZ—400 Questions, 
400 Answers, Association of Amer- 
ican Railroads, Transportation 


Building, Washington, D. C.” and 


this handsome well-written pam- 
phlet—almost a book—will come 
to you entirely free of charge. 
Now all get busy at once—give 
them a broadside of postal cards. 
This will just be a starter on this 
idea. More suggestions will follow. 

Let me suggest you note how 
carefully and well this pamphlet 
is prepared and written. It shows 
all the earmarks of the very high- 
est order of good writing. Some 
day you may want to be a journal- 
ist. There’s no better preparation 
for journalism than to read good 


copy. 
Courageous Criticism 


Speaking of journalism, I want 
to tell you my favorite writer is 
Westbrook Pegler of The World- 
Telegram. He writes a daily col- 
umn. I read him first and spotted 
him years ago when he was a 
sports writer on a New York pa- 
per. His style was pungent, he 
knew his facts and his vocabulary 
was colloquial. His criticisms were 
like a surgeon’s knife. He had 
courage and when he went after 
“shams” and “bums” he didn’t 
pull his punches. I remember writ- 
ing this paper that they should 
take Westbrook Pegler off the 
sports page and have him write 
editorials. I never received an an- 
swer. Recently Pegler received the 
highest award for his outstanding 
work in showing up grafters, 
racketeers and crooks in our labor 
unions. Several are now serving 
prison terms. 

So when I received another 
pamphlet bristling with facts about 
the union demands on the rail- 
roads I thought of my old friend 
(never met him) Pegler. 

Now write for this pamphlet too. 
It will make your eyes stick out. 
It will make you mad through and 
through. The facts given will give 
you something to think and talk 
about. Some of our modern writ- 
ers tell us how to be entertaining, 
how to talk, how to be different. 
My answer to all this kind of 
drivel is just to get your facts 
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N Wi! Ring Up Triple Profits 


” , By igi is) —just picking up shoes for 


Busy Housewives 









Yes sir, we mean just that. Housewives are always complaining 
about shoes, all over the clothes closet floor, where they may become 
scratched, scuffed or damaged. Now, a new kind of shoe rack 
holds them up and assembles them in a neat, orderly, accessible 


row, flat against the inside of the door or wall. 


TTANDEE  vxcxs 


Save 50% MORE closet floor space 


Old-fashioned racks save only part of the space—they set the 
shoes at a 45 degree angle. HANDEE Shoe Rack sets them flat 
against the wall—up and out of the way. And —they cost so 
little, that housewives usually buy three or more — one for each 
closet in the home. Buying three, means triple profits for you. 














Nationally 
Advertised Self-Selling display sent FREE with dozen 


Beautiful two color display sent with each order for one dozen or more. On it you may 
mount your free HANDEE Shoe Rack which you receive with your first dozen. This is your 
silent salesman and helps pay you an extra bonus. Now, look at these profits. 


Four gr2at magazines, Ameri- 
can Home, Better Homes and 
Gardens, Pcpular Mechanics 


d Pathfind ill thi 4 Sp .65 
Saree i Price ‘2° per dozen 


into millions of homes. Over HANDEE Shoe Racks retail at 3 for a $1.00—$4.00 per dozen—($4.20 if sold singly)—your cost is $2.66, 
20,000,000 people will see profit $1.34—50% on your investment. Be one of the first to offer HANDEE Shoe Racks to your customers. 
them. Many will buy. That Write your jobber today, order several dozen and be sure you are ready to handle the demand. 








salaanales A.B.CARLSON & COMPANY, Est. 1935 AURORA, ILL. 
















THESE casters roll on ball bearings—roll quietly and :moothly in 
any direction. Heavy furniture can be moved easily and without 
effort. No scratched floors. No torn rugs or carpets. In fact, 
‘“‘Aeme’’ Ball Bearing Cacters provide real protection for all kinds 
of floors and floor coverings. 


ROLL ’EM ON THE COUNTER 


Let your customers see how ‘“‘Acmes’’ glide smoothly along the 
counter. Or, roll one on the palm of your hand. All you have to 
do is to demonstrate an ‘‘Acme’’ Caster and the sale is made. 
A sure way to increase caster sales and profits. 
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THE SCHATZ MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 


Detroit Office: 2640 Book Tower @ Chicago Office: 902 S. Wabash Ave 





Cleveland Office: 402 Swetland Building 
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FEATURE THIS NEW 
STARRETT BOOK 
for 


EXTRA 
PROFIT 





Trainees, beginners and even old 
hands are finding this up-to-the-min- 
ute manual of modern shop practice 
extremely valuable. Written in simple 
language with over 200 diagrams and 
pictures and 30 reference tables. Well 
oe on high grade paper and 

und in soil-resisting Terek Cloth, 
this new book is a “best seller” at 75 
cents per copy. New Starrett Book 
Folder “A” gives complete informa- 
tion. 


THE L. S. STARRETT CO. 
W orld’s Greatest Toolmakers 
Athol @ Massachusetts @ U.S.A 








Nl 
NETTING 


INDIANA 


STCCL & WIRE CO 








straight on any subject. Work up 
some holy indignation and you 
will find plenty of listeners at any 
time. 

This pamphlet is called “Nine 
Hundred Million Dollars.” Send 
postal requests to American Rail- 
roads, Room 428, Union Station, 
Chicago, Ill. 

Now—shoot your postals—and 
if you don’t get your money’s 
worth, write me. 

I thought I would copy some of 
this pamphlet but that would spoil 
it. Read the whole story. Don’t 
think I am hired by the railroads 
to write this. I haven’t seen a 
single railroad man or a represen- 
tative. 

First, 1 regard this as first-class, 
well-prepared stuff, and next, I feel 
—after all these years—I owe 
something to my railroad friends. 
And I mean all railroad men from 
the track walker to the president— 
but not to railroad racketeers. 

Now boys—shoot your postals— 
do it today—I would like to see 
those guys in Washington and Chi- 
cago as the postals come in. 

Naturally, while I am trying to 
interest the membership of the 
Harpware AcE Retail Sales Idea 


Club, it does not mean that I am 
not recommending to my old-time 
regular readers—all clerks, all pro- 
prietors, traveling salesmen and 
others in the hardware business 
that they also send two postals and 
get these two pamphlets. I am sure 
when you have read them you will 
thank me for the suggestion. 

E. C. Simmons once made the 
statement that in his long experi- 
ence in business he noted that 
when the railroads were prosper- 
ous the country was prosperous 
and when the railroads were not 
operating at a profit the country 
was in a depression. 

Our railroads have survived 
their own mistakes; they have sur- 
vived lootings, adverse legislation, 
over taxation, new forms of com- 
petition by air and by trucks and 
now are giving better service and 
are more important in our national 
economy than ever. 

The railroads have had a hard 
up-hill battle but they have never 
quit or laid down and, I regret to 
say, they have had few words of 
encouragement and appreciation. 

I am sure when you have read 
these two pamphlets you will give 
railroad men a hand! 





Knockout Advertising Idea 
Packs Real Selling Punch 


(Continued from page 50) 


done so since he epened the store 
in May, 1940. However, in recent 
months he has supplemented his 
newspaper ads with his own adap- 
tation of the direct mail idea. Once 
a month each house in his trading 
area receives a packet of advertis- 
ing material. 

This collection of direct-mail 
material includes broadsides, con- 
sumer booklets prepared by whole- 
salers and manufacturers and en- 
velope stuffers, etc., advertising 
housewares, hardware, tools, paint 
and a variety of seasonal items. 
The boys who distribute these 
packets are paid $4.00 per 1000 
when weather permits them to use 
their bicycles and $2.50 per 1000 
when it is necessary to use Mr. 
Foster’s car for that purpose. En- 
velopes used for distributing the 


monthly collection of circular mat- 
ter vary in size according to the 
contents. Each one, however, bears 
the company name, address, phone 
number and some special message. 
Green ink, red ink and so on are 
used to give the envelopes a splash 
of color. Mats supplied by manu- 
facturers are often used on the 
envelopes. 

Recently the envelope idea was 
supplanted for a single distribu- 
tion, with 5-lb. orange kraft nail 
bags. Instead of having the com- 
pany name on the bag “teaser” 
copy was used to arouse the re- 
cipient’s curiosity. In bold black 
type were printed the words, “Our 
Story? It’s In The Bag.” A large 
diamond-shaped ornament was the 
only other printed material on the 
bag. The store’s name, address 
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and ’phone number were included 
on each of the enclosures, as is the 
custom. 

Of the nail bag stunt Mr. Foster 
says, “Some people visited the 
store just to comment on the 
cleverness of the idea and then 
purchased things they saw there. 
When the boys miss a house, cus- 
tomers will come in, or ’phone to 
the store, for one of our monthly 
envelopes. Included in the nail 
bag were some circulars on garage 
door hardware which we did not 
have in stock. Within three hours 
of the time, the bags were dis- 
tributed, two men came in to in- 
quire as to the cost of installations 
for their garages. Another man 
came in at the same time to buy a 
line tightener which was also de- 
scribed in the circular matter. He 
did not leave the store until he had 
bought $4.25 worth of other items, 


none of which was described in 
the material distributed in the 
bag.” . 

Mr. Foster has found that dis- 
tribution of the envelopes is most 
effective on Thursdays and Fri- 
days. Each time a packet is dis- 
tributed, circular matter is in- 
cluded on items for both men and 
women and on as wide a variety 
of merchandise as printed material 
can be obtained. The best thing 
about the entire idea is that it pro- 
duces business at a_ relatively 
small cost for many manufac- 
turers of both seasonal and staple 
merchandise are only too happy 
to provide stuffers, etc. Some of 
the material is available free of 
cost, some of it is sold for a nomi- 
nal price. The idea is particu- 
larly effective when every piece of 
printed matter bears the dealer’s 
imprint, with his address and tele- 
phone number. 
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ACME CORRUGATED 
FASTENERS 


EASY 
ON 
THE WOOD 





Home owners, carpenters, cabinet makers 
—they all need and use Acme Tack-Point 
Corrugated Fasteners, which do not crush 
the wood fibers. And ample strength is as- 
sured. Used for repairing furniture, making 
screens, cabinets and other wooden articles. 

Set the display carton on your counter— 
to see what a good job of selling it can do. 
Extra sales come fast—repeat purchases are 
automatic. Acme Tack-Point Corrugated 
Fasteners are available in two types: paral- 
lel and divergent. 

If your jobber can’t supply you, write us 
direct. 


ASK ABOUT THE 100 LB. KEGS 





Acme Tack-Point Corrugated Fasteners offer a 
real profit opportunity for bulk sales when 
stocked in 100 Ib. kegs. There are also standard 
cartons of 250, 500 and 1000 fasteners; boxes 
of 100 fasteners, 10 boxes to a carton. Also in 
hoxes containing 50 fasteners of one size— 
% x4, 4%x Sor %x 5. 12 such boxes are con- 
tained in display cartops. 


ACME STEEL COMPANY 


General Offices: 2838 Archer Avenue, Chicago, Ill. 
Branches and Sales Offices in Principal Cities 
ATTACH THIS COUPON TO 


YOUR LETTERHEAD FOR 
FREE SAMPLE BOX 








Acme Steel Company, 
2838 Archer Avenue, 
Chicago, Illinois 


Send me, without charge, a sample box of 
Acme Tack-Point Corrugated Fasteners. 


AS Pe EE ae ye OP ee eee eee 





























“Air EXPRESS OFFERS YOU THE 
PRIORITY OF SUPER-SPEED!’... 


says George H. Griffiths, 
President and Publisher 
of Hardware Age 


Rising defense production 
often means “long” deliveries 
from the factory to retailers 
and wholesalers. Ease the pres- 
sure of such delay by pepping 
up your shipping service, so 
that lagging orders will get to 
you faster. Air Express is ready 

any time—to give you the 
“priority” of super-speed. It’s 
the ‘fastest way’ to gei samples, 
special appliances, advance 
lines—or any rush order that a 
plane can carry. 





Air Express directly serves over 370 key cities. Air-rail connec- 
tions to 23,000 off-airline points. Special pick-up and special de- 
livery at no extra charge within regular RarLway Express vehicle 
limits in all cities and principal towns. 

Regular International Ai Express service to and from Canada, 
Latin America, Alaska, Hawaii, Australasia, Bermuda, the Philip- 
pines and Far East. Phone Ratpway Express, Arr Express Division. 


‘FASTEST WAY’ MEANS AIR EXPRESS 











RAILWAY EXPRESS 


Division of 





FREDERICK G. RUS- 
SELL, 80 years of age. on 
September 15, retired from the 
position of traffic manager of 
Landers, Frary & Clark. New 
Britain, Conn., after having 
been identified with that com- 
pany for the past 70 years. 
Mr. Russell was born in Shel- 
burne Falls, Mass., August 18, 
1861. The battle of Bull Run 
had just been fought. At the 
age of 10 he entered the em- 
ploy of Landers, Frary & 
Clark in the grinding room. 
In 1872, the following year, he 
was transferred to the scale 
tang department and _ was 
working there at the time of 








FREDERICK G. RUSSELL 


the fire which destroyed the firm’s entire cutlery plant. 
In 1876 he received his introduction to shipping and 
trafic problems when he became identified with the cut- 
lery shipping room. Six years later, in 1882, he became 
foreman of the cutlery packing room and in 1889 he was 
made foreman of the hardware shipping department. In 
1900 he became head of the hardware and cutlery ship- 
ping department and in 1912 he was made traffic man- 
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ager at the head of the newly organized traffic depart- 
ment. He served 29 years. in that position until the time 
of his retirement. Mr. Russell had the: distinction of 
serving under every president that Landers, Frary & 
Clark has had in its nearly 100 years of existence. He 
also witnessed the growth of the company from a small 
factory to a plant having. nearly 2,000,000 sq. ft. of floor 
space and employing approximately 3000 people. In 
addition to that he has seen the firm’s lines expand from 
cutlery and small hardware to the fields of electrical 
table appliances, ranges, home laundry equipment. 
vacuum cleaners as well as hardware, cutlery and vacuum 
bottles established at an earlier date. 


J. B. PIERCE, owner of 
the Brodhead Hardware Co., 
Brodhead, Wis., celebrated 
his 71st birthday on June 12 
and his 50th anniversary in 
the hardware business on 
August 10. Born in 1870, Mr. 
Pierce entered the hardware 
field in 1891 and has been in 
it ever since. J. R. Ties, a 
former partner in the _busi- 
ness, died in 1936 and shortly 
afterwards Mr. 
Dwight, became associated 
with him. He has 
tremely active in many fields. 
He was president of the Wis- 
consin Retail Hardware Asso- J 
ciation in 1915 and has been 
a director in both the Hardware Mutual Casualty Co. and 
the Hardware Mutual Fire Co., Stevens Point, Wis.. since 
1916. He was a member of the Green County Board 
of Supervisors for 27 years and served as its chairman 
for 11 years of that period. He is at present chairman 
of the Brodhead Light and Water Commission and vice- 
president of the Green County Bank. In addition to the 
foregoing, he is a 32nd degree Mason, a member of the 
Madison shrine and is affiliated with Pearl Lodge No. 87, 
Knights of Pythias, Brodhead. Mr. Pierce’s hobbies are 
fishing and hunting. In the winter he frequently travels 
through Florida, Texas, Mexico and California while 
he spends his summers at his cottage on Bear Lake, 
Haugen, Wis. 


Pierce’s son, 


been ex- 





\ see 


. B. PIERCE 


CHARLES F. CUTLER, 
stock clerk with Dutton-Lainson 
Co.. Hastings, Neb., is 68 years 
of age and has been in the 
hardware business for 52 years. 
Mr. Cutler was born on Jan- 
uary 20, 1873, and received his 
introduction to hardware in 
Merch, 1889, when he entered 
the employ of J. H. Haney & 
Co. of Hastings, Neb. This 
firm was succeeded by W. M. 
Dutton & Sons Co. in 1920 
which became the Dutton- 
Lainson Co. in 1939. One might 
truthfully say that Mr. Cutler has spent his entire hard- 
ware life with a single organization despite the change in 





CHARLES F. CUTLER 
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EXTINGUISH QUICKLY 


R/M Woven Glass Wicks go out more quickly 
when the burner control handle is turned to the 
"out" position. This practically eliminates the dis- 
agreeable odor common to those types of wick 
where fuel combustion.is incomplete. Urge your 
customers to switch to R/M Woven Glass Wicks. 
It will pay you. One of your best repeat items will 
become an even better one! Packaged in five and 
one-half foot lengths in attractive, blue and silver 
boxes. Also available in 100-foot rolls in dispenser 
cartons. Order from your jobber today. 


SIX OTHER ADVANTAGES: 


Nearly perfect combustion. Reinforced yarn 
protects burning edge. Quick to ignite. 
Slow to form carbon which WIPES off easily. 
Economical because longer-lasting. Easier 
to sell because of novelty appeal. 







INDUSTRIAL SALES DIVISION 


RAYBESTOS-MANHATTAN, INC. 


NORTH CHARLESTON, S.C 


MANHEIM, PA 
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firm names. His first experience in the hardware business 
was that of making harness and he later traveled for the 
harness department, following which he occupied the 
position of clerk in the stock rooms of the firm’s hard- 
ware warehouse. He states that he has no hobby but, in 
view of his long experience, we imagine that he must 
have one and that it’s hardware. 





D. F. BATTAILE, trea- 
surer of Smith & Tomlinson 
Company, Hillsboro, Tex., who 
celebrates his 72nd birthday 
on Dec. 5th, passed the half- 
century milestone in the hard- 
ware business on Aug. 3lst. 
Mr. Battaile was born in 1869 
and became identified with 
the Smith & Tomlinson Com- 
pany in 1891. He has been 
with the same firm for the past 






50/ Value 


LEADER IN 
SALES GAINS 


HOUSEHOLD NO. 3 


modern design and 50 years. Although he has not 
proven popularity — held public office he has many 


A new kitchen tool of 





m P ° ° ° 
ee eee active interests in his com- 


Easy to use—revolving munity and is president of the 
discs smoothly sharpen Retail Merchants Association 
8 ep : . D. F. BATTAILE 


all household knives; of Hillsboro, a director of the 





a — — sm WITH Citizens National Bank and a 
oiae slipping. DOUBLE-MONEY-BACK director of the local Chamber of Commerce. His hobby 
GUARANTEE is one of the best and most satisfying in existence—work. 
At Your Jobbers. ON EACH CARTON 


EDLUND COMPANY, BURLINGTON, VERMONT 




















Loss Leader Selling 


EVERAL states, including California, have enacted 

laws forbidding the sale of goods and services below 
cost. In some states—California among them—such laws 
have been upheld, while the courts of other states have 
declared them to be unconstitutional. The California 
statute specifically forbids loss leader selling “for the 
purpose of injuring competitors and destroying competi- 
tion.” In a recent case involving this statute the Su- 
preme Court of California said: 

“Tt has been held upon sound principle that the legis- 
lature has the authority under its police powers to regu- 
late business for the general welfare of the public by 
prohibiting merchants from selling products below cost 
for the purpose of injuring competitors and destroying 
competition.” 

Forty-three state legislatures will meet in regular ses- 
sion in 194]. Bills aimed at loss leader selling will 
surely be introduced in some of them. Good idea for 
business men to check up on this situation in their re- 


HO Pr G IRL spective states! 


Shipping Instructions Required 








The ideal abrasive cleaner for 


kitchen and farm utensils. N a California suit by a seller against a buyer for 
Advertised consistently in na- failure to receive and pay for goods contracted for, 
tional and farm magazines. the buyer contended that the seller did not have on hand 
2-dozen pack comes in attractive the amount of goods needed to complete delivery on the 
4-color counter display carton. contract. 
Order from your jobber today. “The contract,” said the court, “provided that the 
goods should be shipped on instructions furnished by the 
METAL TEXTILE CORPORATION buyer. Consequently whether the seller had in his pos- 


session all the undelivered goods was immaterial because 
the buyer was not entitled to receive the goods until he 
had furnished shipping instructions.” 


Orange, N. J. 
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The ESSENTIAL Gift 


for Selectees and Sportsmen 





Luxuries may be scarce this year and shipments 
slow but there couldn’t be a more useful and 
essential gift than 


HOPPE'S GUN CLEANING PACK 


It’s a natural for both Selectees and Sportsmen 
and they'll appreciate this handy kit because it 
contains every thing essential to the care of their 
rifles and guns. Avoid delay. Order from your 
jobber today. 


FRANK A. HOPPE, INC. 


2314A North 8th St. Philadelphia, Pa. 














BELLEVUE 


“One of the Few 


Famous Hotels in 


AMERICA, 





=> 


announces, as 194] autumn news... . hundreds 
of rooms and baths modernized . . . a beautiful, 
new, completely air-conditioned Coffee Shop— 
seating 400, open from early breakfast to late 
supper, featuring finest food, modern service at 
really popular prices. Other air-conditioned 
restaurants. Unsurpassed facilities for comfort 
and the enjoyment of true Philadelphia hos- 
pitality. Reasonable rates. 


BELLEVUE-STRATFORD | 


IN PHILADELPHIA 


+ + + + 





CLAUDE H. BENNETT 


General Managex 
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or Full Profits! 


For full profits and volume busi- 
ness in 1942, feature L6ma, The 
Quality Plant Food. 


Protect yourself against possible 
price advances. Order now for de- 
livery next Spring. 


Write for today’s prices and free 
catalog cuts. 





LOma) JENNESSEE CORPORATION 


61 Broadway 
New York, N. Y. 
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WATCH YOUR PROFITS 


with IMPERIAL Garden Tools! 


Surest way to cultivate repeat business is to offer customers 
merchandise that reflects the quality of your store. Im- 
perial’s complete line of garden tools has built-in quality 
—they are implements that have been designed to serve 
your customers with satisfaction. 










Specify IMPERIAL on orders to your jobber. Imperial’s com- 
plete line of garden tools and harness hardware costs no 
more, and serves you better. 





Sure-fire sellers are Iimperial's Calf 
and Cow Weaners. All sizes — all 
styles — priced to please your cus- 
tomers and put extra profits in your 
pockets! Your jobber stocks them. 
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IDEAL Features 
Fluorescent Lighting 





@ Ideal now features Fluorescent 
lighted fixtures on all its cabinets with 
plate glass mirrors. This is just another 
reason why dealers have found that 
Ideal helps them realize greater profits 
on this fast selling line of cabinets. 


If you want to profit with Ideal send 
for literature and prices today. 


IDEAL CABINET CORP. 


8841 Central Avenue, Detroit, Michigan 
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Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 


glad to serve you 


HARDWARE AGE 


100 E. 42nd St, New York City 














Sales of portable power tools increased when they were displayed 
on this ledge where they could be seen by the passing prospects. 


Ledge Display Increases Sales 
of Power Tools 


pec on portable power tools 
increased greatly when the 
David Mahoney Co., Schenectady, 
N. Y., displayed this merchandise 
where it could be seen by customers. 
Heretofore, they had been kept in a 
convenient place and were only 
shown when a customer called for 
them. 

The ledge under an open sidewall 
tool case was cleared and the porta- 
ble power tools were arranged in the 
space. Marble pattern linoleum was 
used to cover the top of the ledge 
and the sides and back of the space 
were painted a light color. 

The display immediately caught 


the attention of customers, and it was 
soon apparent that many persons 
besides the contractor were _ inter- 
ested in this type of merchandise. 

Portable sanders, grinders, elec- 
tric drills, electric saws and other 
tools are now shown on this ledge 
The merchandise varies in 
price from $9.95 to as high as 
$122.00, so that when a sale is made 
it usually represents good volume. 

Theft so far has not been a prob- 
lem because most of the items are 
fairly large. However, every precau- 
tion that can be effected to guard 
against loss in this manner has been 
taken. 


space. 


MASS DISPLAYS THAT SELL 


A mass display of anti- 
freeze and motor oil 
like this makes many 
sales in the Heyman 
Hardware Co., Dan- 
bury, Conn., during the 
season. Displays of 
this type are located 
on main traffic aisles 
where the greatest 
number of people pass 
and retail prices, so 
important in closing 
sales from these dis- 
plays, are plainly 
marked on large cards. 
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Up-to-the-minute in 
modern design— 
priced for mass sell- Rrwowane ator nto 
ing—Power King 

woodworking tools 
give you a sure way 
to get and keep your 
share of homework- 
shop equipment vol- 
ume. 





INTERLOCKING Swivll BASE 
REMOVABLE " 
Ao WITH POSITIVE LOCK 









Other Power King 
headliners not shown 
include Drill Presses, 
Jig Saws, Jointer Plan- 
ers, Spindle Shapers, 
Belt and Dise Sanders, 
Polishing Heads, Mo- 
tors, Multisaws, Good 
dealerships in good ter- 
ritories are still open. 
Write for full details at 
once. 


POWER KING TOOL CORP. 


1106 Cleveland St., Warsaw, Ind. 


A LL Columbian Homeshop Vises are designed 

to provide the required strength and are 
attractively finished to apveal to the user. 
Columbian has always dominated the vise field. 
All three sizes include every feature and are 
packed in individual cartons — convenient for 
shelf storage and handling. 


Columbian gives the retail merchant a better 
sales set-up .. . quicker turnover and more 
profit. See your distributor. 


THE COLUMBIAN VISE & MFG. CO. 








1 0"-1 
LATHES 


9017 BESSEMER AVE CLEVELAND, OHIO 


WORLD LARGEST MAKERS F VISE 














Ordering Keystone Netting VOW 


DIAMOND 


Precision Tools 





is Profitable Foresight 
because... *% 


. . . You'll like the way the new 
Keystone Poultry Netting moves 
rapidly, makes sizable business. 









NETTING 

. . . Your customers NOTICE this ee 
premium quality netting quickly. 
These neat, trim rolls soon turn 
DISPLAYS into SALES. 


. . . The greatest poultry year in 
history is now under way. 


Diamallay Wrenches 





Made of special alloy steel——Twice as 
strong yet a third thinner and lighter than 
standard pattern. Will fit in small places 
and withstand severest possible strain 
without damage. 

Furnished chrome nickel plated with 
sides of head buffed to a high, beautiful 
lustre. Handle has soft, velvety finish— 


pleasing to hold—not slippery. 
Diamalloy Diagonal Cutting Pliers | 


See) 





. .. Anticipating your full season’s 
requirements mow can eliminate pos- 
sible delays and shortages later. 
Order today. 


New 
And for Customers who Want... K E Y S T 0 N E 


More Permanent Poultry Fences | POULTRY NETTING 


| By the 
—a closel 
|| CHIC MESH (once with stay wires only Makers of 


2 inches apart. Line wire spacing 1” grad- 
uated up to 4’. RED 


BLUE RIBBON —ae closely spaced reg- 
Fence 



















Forged of tough Diamalloy steel. Clean 
cutting. Handles shaped to fit hand and 
give good balance. 

Buffed gun metal finish with polished 
head. Packed 1 in a box. 






ular poultry fence built 
|| just like Keystone field fence — copper- 
|] bearing steel. 











Diamond Calk Horseshoe Co. 
4612 Grand Ave., Duluth, Minn. 


KEYSTONE STEEL & WIRE CO., PEORIA, ILL. 
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COMPLETE 
LINE OF 


. Rod Dewil 
PAINT CONDITIONERS 


Make fresh paint fresher than fresh 
new, ELECTRICALLY 


contents of all 


and old ¢; it 
perfectly yndition 


sizes of ims, in a jiffy, without mar 








Wanted... 
DEFENSE SUB-CONTRACTS 


A 


Wire Form Specialists 
FOR NEARLY 100 YEARS! 


In addition to our regular line of wire 
staples for the hardware trade... 

we have the equipment and experience 
to serve the defense industry with all 
types of wire forms to sample, sketch 
or blue print. 


We ask the co-operation of our “old line” 
hardware customers by anticipating require- 
ments as far ahead as possib'e. 


M. S. BROOKS & SONS 


BOX ‘*B"’ CHESTER, CONN. 
Since 1848 


‘BROGKS HOOKS” 
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| HEN a business man supplies 

goods and service to Jones on 
a job that Jones is doing for Smith, 
he expects no trouble in collecting 
from Smith. 

But suppose Smith refuses to pay 
on the ground that Jones is not his 
agent but merely an independent 
contractor doing the job “on his 
own” for Smith. The burden is then 
on the business man to prove that 
Jones really was Smith’s agent when 
the goods and service were supplied 
to him on the Smith job. 

In a recent Kentucky case of the 
kind the business man proved by 
witnesses that the alleged agent had 
declared in the presence of the wit- 
nesses that he was actually the agent 
of the principal from whom the busi- 
ness man was trying to collect. How- 


Collecting From Principal? 


ever, the supposed principal had not 
been present when the alleged agent 
had made those statements and had 
not approved them at any time. 

“The rule,” said the Kentucky 
court, “is that the burden of prov- 
ing agency is on the party alleging 
it, and that the declarations of an 
alleged agent made to third persons 
in the absence of the alleged prin- 
cipal, and not ratified by the prin- 
cipal, are not competent to prove 
agency.” 

The mere fact that a man says he 
represents somebody else in a deal 
is not enough to make that some- 
body liable on the deal. Safe plan 
is to get the somebody—the prin- 
cipal who is expected to pay—to 
confirm or ratify the deal person- 
ally. 





THERE’S ACTION IN THIS WINDOW! 





It’s not difficult to understand why this window attracted the passersby. 

S. Hulac, displayman for the O.K. Hardware, Omaha, Neb., has recap- 

tured for the hunter that thrilling moment when the bird is flushed and 
the finger is about to press the trigger. 
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Left to right: C. M. Wall, Helena, secretary-treasurer; Ed Parriott 
Livingston, vice-president; Anton Nelson, Plentywood, president, and 
W. C. Wallace, Anaconda, retiring president. 


Montana Dealers Plan 
or 1942 


HE 33rd annual convention of 

the Montana Implement and 
Hardware Association which met at 
the Finlen Hotel in Butte, October 
23 to 25, had as its theme “Forward 
on Facts in Forty-two”; facts about 
priorities; about the Wage and Hour 
Act; about installment selling and 
facts about the customer. 

An important feature of the .con- 
vention was the address given by 
John J. Jewell of Helena. Mr. 
Jewell spoke on the Wage and Hour 
priorities; about the Wage and Hour 
Act, discussing the highlights of the 
Act and explaining such matters as 
exemptions; methods of keeping ac- 
curate sales and employment rec- 
ords; and the position of the dealer 
under Wage-Hour provisions. 

“The dealer,” Mr. Jewell stated, 
“who uses a reasonable amount of 
intelligence and forethought will find 
that the task of complying with the 
Act is much less troublesome than 
he had first imagined it to be.” 

“Facts on Dealer - Manufacturer 
Customer Relations” was the theme 
of an address given extemporane- 
ously by D. I. Persons of Billings, 
who substituted for Wm. M. Stuart 
of Chicago. 


Dealers’ Responsibility 


“Hardware dealers and manufac- 
turers,” Mr. Persons stated, “owe a 
definite responsibility to the commu- 
nities they serve. When a dealer 
opens his door he immediately takes 
on a_ responsibility to serve his 
community. And the responsibility 
does not stop at the back door of 
the shop, but extends right into the 
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plants which manufacture the goods 
the dealer carries.” 

In discussing the ever-increasing 
shortage of consumer goods, Mr. 
Persons asked: “What will you do 
when your customers ask for wash- 
ing machines, tractors, etc., which 
are not available? Will you simply 
say “I’m sorry” and let it go at that, 
or will you do something about it? 

“Your customers must be held,” 
Mr. Persons continued. “Their con- 
fidence must be retained. How? 
They must be sold on the idea of 
repairing old equipment to main- 
tain its serviceability until new 
equipment can be obtained. A re- 
pair department can be set up in 
the rear of the shop to take care of 
this business, and the result will in 
all probability be that the dealer 
will not only keep his customers, 
but will also make a fair profit 
while doing so.” 


Chain Stores 


Jess T. Bury, of Butte, in speak- 
ing on “Facts About Chain Store 
Competition,” said, “I believe that 
our competition from chain stores 
is more a competition of methods 
than of prices. The chains spend a 
lot of money to get the data and 
training necessary to develop their 
merchandising methods. The dealer 
cannot get this training and infor- 
mation without outside help. 

“To me,” Mr. Bury continued, 
“the serious angle of this chain 
store competition is the fact that 
their consistent advertising cam- 
paign has convinced a large per- 
















PROMPT SHIPMENT 
UNIFORM HIGH QUALITY 
10 LARGE PLANTS 


Principal products include — Alloy 
Steels, Tool Steels, Stainless Steel, Hot 
Rolled Bars, Hoops and Bands, Beams 
and Heavy Structurals, Channels, 
Angles, Tees and Zees, Plates, Sheets, 
Cold Finished Shafting and Screw Stock, 
Strip Steel, Flat Wire, Boiler Tubes 
and Fittings, Mechanical Tubing, 
Rivets, Bolts, Nuts, Washers, etc. Write 
for Stock List. Joseph T. Ryerson & 
Son, Inc., Chicago, Milwaukee, Detroit, 
Cincinnati, Cleveland, Buffalo, Boston, 
St. Louis, Philadelphia, Jersey City. 
















The MASTERS 


“HANDI-CART” 


Successor to The Wheelbarrow 
U. S. Pat. 2,249,019-7/15/41. 














A Fast Selling 
Profitable Item 
Supported by 

CONSISTENT 
ADVERTISING 

IN 

NATIONAL 
and GARDENING 
MAGAZINES 
























Masters pioneered the field . . . and still 
leads it. Don’t tie up your money in 
imitations of the genuine Masters 
“Handi-Cart’”. Get the original 

backed by consumer advertising in 
American Home, House & Garden, Bet- 
ter Homes & Gardens, and others. Push 
Masters “‘Handi-Cart’”’ and make friends 
and profits ... guaranteed as to work- 
manship and materials. Hundreds of 
uses in home or 
factory ... wide 
































market for fast 2 SIZES 
sales. 2. cu. ft. 
Jopsers..peaters @ *€'A!L $525 
Get our proposition 3% cu. ft 
if you want real AB: 
profits and clean RETAIL $725 
sales. Write, wire or 

phone today. F.O.B. Factory 


MASTERS PLANTER CO. 


Manufacturers of Quality Implements 
Masters Bidg., Dept. 33, Benton Harbor, Mich. 
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ASK YOUR 
JOBBER 


é a 
” Harowant °° 





To independent hardware and implement 
dealers throughout America, Apex is the 
country’s largest supplier of lubricants. 
Thousands of independent dealers sell 
Film-X and Protex Motor Oil because they 
bring a good profit and rapid turnover to 
their business and lubricating satisfaction 
to their customers. 


If your wholesale hardware jobber 
does not sell Apex products, write 


APEX 
OIL PRODUCTS CO. 
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centage of the customers that they 
can save money on everything they 
buy in some type of chain store, 
and this large percentage of people 
never come to your store to inquire 
about prices. This is very serious. 
and constitutes a major problem. I 
believe the burden of helping the 
dealer to meet this competition 
should rest on the shoulders of the 
wholesaler, because he has visual- 
ized the seriousness ‘of the dealer’s 
position, and he must convince the 
manufacturer that they must work 
together to the limit to help the 
dealer meet all his problems.” 
Other speakers who contributed 
to the program, and the subjects 
discussed were: John H. DeWild, of 
Minneapolis, who spoke on “Facts 
on the New Era in Sales Promo- 
tion”; R. M. O’Hearn, Townsend, 
speaking on “Facts From a Mon- 
tana Implement Dealer”; F. B. 
Kaufman, Chicago, who discussed 


“Facts From a Hardware Distribu- 
tor’; and R. E. Towle, Helena. 
whose topic was “Facts About 
National Defense and the Montana 
Merchant.” 

One of the resolutions adopted 
read: 

“Be it resolved that we condemn 
ihe use of premiums, trade stamps 
and free goods, and urge our state 
officers to enforce the laws pertain- 
ing to premiums, trade stamps and 
free goods to the fullest extent.” 

Officers elected for 1942 were: 
Anton Nelson, Plentywood, presi- 
dent; Ed Parriott, of Livingston. 
vice-president. C. M. Wall, of 
Helena, was re-elected secretary- 
treasurer. Directors elected were: 
Charles Stroup, Billings; R. M. 
O’Hearn, Townsend; W. C. Wallace. 
the retiring president, Anaconda: 
Leon Wonderwald, Denton; Rasmus 
Nelson, Scobey; T. J. Cheetham. 
Dutton; Bert Megkuier, Dillon; and 
Pete Barthel, Missoula. 


Washington News Reel 


‘Continued jrom page 30) 


periment,” in effect, called the time ripe 

for Congress to end its lethargy in han- 

dling the New Deal’s price control bill. 
x** 


TRUTH IS that Administration 
stalwarts fear the Canadian develop- 
ment will tend to further delay Con- 
gressional passage of the Administra- 
tion’s price control measure. Essentially, 
the bill embodies a principle of price 
control which Canada, after two years’ 
experience, finds to be wanting. Mem- 
bers of Congress have stalled on the 
measure for months, some even risking 
their political careers by publicly point- 
ing to two loopholes in the measure— 
no ceiling over wages and sanctioning 
above-parity farm prices. 

x * * 


ADMINISTRATION STRATE- 
GISTS now will play up the fact that 
Canada is economically prepared for 
the step and psychologically ready, that 
the move is a step closer to regimenta- 
tion which, they suggest, can be avoid- 
ed here by adopting Mr. Henderson’s 
plan of price control through selective 
commodity price ceilings. 

The blow struck New Dealers doubly 
hard, coming at a time when Congres- 
sional antipathy toward Mr. Henderson 
appears to be tapering off, when some 
members of Congress at least are vir- 
tually resigned to one-man price-control 
machinery. 

Both pros and cons in Washington 
concede that the economies and price 
levels of the two countries are so closely 
intertwined, that the success of the 
price move to the north depends in 


large measure on how efficiently prices 
are stabilized in the United States. 
x *k* 


THREE FIRMS in the household 
washer and iron industry have been 
given contracts totaling $12,000,000 for 
50 caliber anti-aircraft gun mounts. 
The companies include: The Nineteen 
Hundred Corp., St. Joseph, Mich.; The 
Apex Electric Manufacturing Corp., 
Cleveland, and the Easy Washing Ma- 
chine Corp., Syracuse, N. Y. 


What Next? 
Scarcity, Priority, Defense, 
What care you for expense? 
Clocks and tires now take the Excise 
Tax, 
What hardware items will next 
feel the ax? 
Wages, light, heat and even the 
phone, 
Maybe, they will take all you 
own, 
Many more items we could mention, 
And all would merit your atten- 
tion, 

If you make it, they will take it. 
So why worry, fret and stew? 
Uncle Sam’s Country is still the 

best for you. 


Tue Lake Erte Harpware Co. 
Cleveland, Ohio. 
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BOLT CLIPPERS 


In product 
Clipper will 
and emerge: 
duce shut 

by having 
you need 
sizes and 1 
ments — cut 
cable or chain 
nealed bolt: 
steel eel 
Every Porte 


ma. &. PORTER, 
EVERETT, MASS. 





o5=> FOR CATA- 
LOG giving valuable 
information ahout time 
and labor saving in us- 
ing two-hand portable 
metal cutters. 


NOTE: We are using 
every available machine 
and every available 
man, 24 hours a day, to 
= meet Government re- 
quirements, and especial- 
ly to meet our jobbers’ 
needs with the earliest 
possible shipments, 












Stop, Look and Listen— 
" 





It is said: “Opportunity 
That 


depends upon the “door” 


knocks but once!” 


Opportunity is constantly 
knocking at the door labeled 


CLASSIFIED 
OPPORTUNITIES DEPARTMENT 


in every issue of Hardware Age. Here the advertise- 
ments under Positions Wanted, Help Wanted, Accounts 
Wanted, Sales Representatives Wanted and Business 
Opportunities are proving real opportunities for hardware 
men who are looking for help as well as those who are 
seeking positions. 


Send your copy with remittance to— 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St. + New York, N. Y. 
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The FORSTNER 


AUGER BIT 


A remarkably versatile boring 
tool that will sell for you at 
a substantial PROFIT— 


The sample of work shown below, 
done entirely with Forstner Auger Bits, illus - 
trates the many types of cuts that can be 
made with this handy, all-purpose boring 
tool. Note that this bit bores at angles, cuts 
any arc of a circle and leaves a perfectly 
smooth - walled, flat- bottomed hole. The 
entire cutting surface is at work all the time 
and there is no center spur (circular rim 
| guides the bit). Works well, does 
| not clog in hard, knotty or irregu- 
lar grained woods. 
| Available with hand brace or 
machine shanks in the following 
sizes: For Hand use, 4“ to 114” 
by sixsconthe. For machine use, 
4 to 114" by sixteenths; 15< 
to 3” by eighths. 
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STEELGRIP—the stronger belt lac- 
ing is easily applied to any type of 
flat belting with a hammer. Clinches 
smoothly, will not slip or pull out. 
Prevents frayed belt ends. 8 sizes in 
boxes, handy package or long lengths 


BELT — 





WIRBEGRIP — the belt hooks that 


are easier to handle, easier to use. 
Patented blue aligning card prevents 
waste, makes every hook usable. Per- 
fect alignment on every hook. Fit 
WIREGRIP or any 
lacers. 


Write fer cataleg and circulars. 
ARMSTRONG-BRAY & CO. 
“The Belt Lacing People” 

5348 Northwest Highway, Chieage, U. 8. A. 


other standard 





YOUR BEST 


CUSTOMERS 
READ PAINE 


ADVERTISING 


EVERY 
MONTH 























PAINE 
TOGGLE BOLTS 


Will Get The Spotlight 
IN NOVEMBER 


Over 500,000 Carpenters, Hotels and 
Institutions, Plumbers, Electricians and 
Industrial Plants’ will receive PAINE 
Toggle Bolt advertising this month. 
Check your stock NOW. Make sure you 
have ALL 9 different head styles in 
standard diameters from 6/32 to 4%” in 
standard lengths, Your Jobber is wait- 
ing to supply you. Catalog mailed upon 
request. 


THE PAINE CO. 


2963 CARROLL AVE. CHICAGO, ILL. 
New York Warehouse & Sales: 48 Warren St. 
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An interesting spot for men customers in this modern store. 


Compact Tool and Gun Displays 


OOLS and sporting goods are 

effectively presented in this side- 
wall equipment in the hardware of 
Baker & Son, Danville, Ind. At this 
time of year guns of all types, am- 
munition and other related products 
are shown in the 4-ft. section for 
sporting goods. This display is 
changed with the season 


The tool display is maintained the 
year around. Changes are made 
from time to time in order to make 
room for new merchandise. Ledge 
displays permit the showing of a 
large variety of the more popular 
selling items in the tool lines. This 
is one of the most effective selling 
spaces in the store. 





To Sell Plumbi 


USTOMERS sell themselves at 

this plumbing supply display 
at the store of Horace W. Green & 
Sons, Huntington Park, Cal. Those 
who do not know the technical name 
of an item have little difficulty find- 
ing it in this display. Large items 


ing Supplies 


are shown at the front. Glass divid- 
ers, step-up display unit, and price 
tickets are used to build the display. 
Small items are shown in a fixture 
with small drawers in the center of 
the display. Samples of the items in 
the drawer are-shown on the front. 


e OCC e pate elit 
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Customers have little difficulty in identifying items here. 
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Personal 


Touch! 


Wherever hands excel machines, they are always 
used in making the genuine Russell Jennings 
Auger Bit. 
ing are but a few of the many human factors 


Pointing, sharpening and hickory test- 


that make it such a fine, lasting tool! 


The 
RUSSELL JENNINGS 
MFG. CO., 





Chester, Conn. 














BILLIONS for DEFENSE 


ALSO MEANS 
THOUSANDS FOR 


RUBBER TIRED 
WHEELS 





HEAVY DUTY WHEELS 
with 4.00x8” ee by In- 
ner Tube, in 2 4 Ply, 
with Plain or Roller Bear- 
ings. 


Every step-up in American 
production means increased 
material handling and the 
ABSOLUTE NEED for the 
advantages of Speed . Quiet 

. Safety and Floor Pro- 
tection offered by French & 
Hecht Rubber Tired Wheels. 
Your territory is full of logical 
prospects for our wide range 
of wheels for wheelbarrows, 
earts, trucks and portable 
equipment. A complete line of 
pneumatic, semi - pneumatic, 
cushion rubber (puncture- 
proof) and solid rubber type 
wheels enable you to meet the 
exact needs of every customer. 
This is distinctly worth look- 
ing into as a profit opportunity. 


Write TODAY for NEW CATALOG and PRICE LIST 


FRENCH & HECHT, INC. 
Wheel Builders Since 1888 
111 EAST THIRD DAVENPORT, IOWA 





This Cushion-Type 
sure) Puncture-Proof W 
Wheel is a great adh my 
flation problems. 


Go Pres- 
eelbarrow 
No in- 











AIR-TIRED WHEELBARROW WHEELS 


1941 
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‘Defense Comes First’’ 
F.D.R. 









We're ALL 
in the 
Same Boat 


FLYING ae 
So Let’s Work Together 


Deliveries of raw materials are now very 
slow; some almost impossible to get as a 
result of defense priority. And with the 
demand for “CHICAGO” Roller Skates 
greater than ever before, we can expect some 
disappointments. 

But we’ll do all we can to keep the supply 
channels open—and with the cooperation of 
our dealers plus a large portion of patience, 
let us work together to solve our most try- 
ing problems. 








CHICAGO ROLLER SKATE CO. 


World's Greatest Roller Skates for Over 40 Years 


4456 WEST LAKE STREET od ailew Vciek 


~ HOLD YOUR SALES 2 
Wit Merchandise that SELLS! 


AXPARMAK aS 


ELECTRIC 
FENCER 


enables the farmer to 
change to feed and 
pasture crops at min- 
imum expense and to 
save scarce and costly 
farm labor for more 
important work. Live 
dealers help farmers 
meet “Food for De- 
fense” demands with 
this popular, profit- 
able line. Write for 
details and Display 


Offer! 


ILLINOIS 











NIE 





= 





WX 


IMMEDIATE 
DELIVERY 


PARKER-McCRORY MFG.CO. 


Kansas City, Mo. 





2609-15 Walnut 
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PRIORITIES 
AND PROFITS 


All-out defense effort cuts sup- 
plies in many hardware lines. 
Replace short-item losses with 
EXTRA Agrico profits. Fea- 
ture Agrico, the EXTRA- 
PROFIT fertilizer line. Two 
special-purpgse Agrico grades 
... one for Lawns... the other 
for Flowers and Vegetables. 
Get details of Agrico Dealer 
Franchise. Act now—address: 
The American 
Agricultural 
Chemical Com- 
pany, 50 Church 
Street, New York. 







This “Silent Sales- 
man’"’...attractive 
Aa@grico metal dis- 
play stand ... size 
24/2415 .. . Free, 
with initial order, 
while they last. 
A@grico sells on sight 
+ « « repeats faster © 
on better results. | 
Get details, today. ** 


33 Agrico Factories and Sales Offices 
in U.S., Canada and Cuba 











ROCHESTER ADJUSTABLE 
SASH BALANCES 


A product of Guar- 
*| anteed quality. Real 
profit in handling 
them. 


Write for prices. 





Rochester Sash Balance Co., Inc. 
Rochester, N.Y. 








Gibson Good Tools 
Gibson  Patentel 
Gripper Clips, flex- 
ible steel, nickel 
plated. Small size 
hold kitchen uten- 
sils, tools, golf 
clubs, canes, ete. 
Large size brooms, 
mops, garden tools, 
etc. Retail 10¢ ea. 
on beautiful disp 
cards. Also Robert 
son ‘‘Horseshoe 
Magnet’’ Hammers 


* GIBSON GOOD TOOLS, INC. e 
Box 268 Orange, Mass., U.S.A. 














<cOBURN’ 
DOOR 
HANGERS 


Dependable Since 1888 


COBURN TROLLEY TRACK CO. 
4111 Harding St., Holyoke, Mass. 
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Ace Stores, convention and exhibit, 
Jan. 19-21, 1942, at the Hotel Sherman, 
Chicago, Il. 


Alabama Retail Hardware Assn., of 
convention and exhibit, May 18-19, 
1941, at Admiral Semmes Hotel, Mo- 
bile, Ala. J. H. Crowe, 410 N. 21st St., 


Birmingham, is secretary. 


American Hardware Manufactur- 
ers’ Association, meeting jointly with 
the Southern Hardware Jobbers’ Asso- 
ciation, April 20-23, at the Hotel 
Roosevelt, New Orleans, La. Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is secretary of the manu- 
facturers’ association, and T. W. Mc- 
Allister, 1020 Grant Bldg., Atlanta, Ga., 
is secretary of the jobbers’ association. 


American Toy Fair, March 9-21, 
1942, at 200 Fifth Ave., 1107 Broadway 
and other permanent show rooms in 
New York City; also at the Hotel Mc- 
Alpin, New York City. Horatio D. 
Clark, Toy Manufacturers of the 
U.S.A., Inc., 200 Fifth Ave., New York 
City, is manager. 


Arkansas Retail Hardware Assn., 
convention and exhibit, Feb. 9-11, 1942, 
at Little Rock. Sessions and exhibit 
at Marion Hotel. George L. Turner, 
322 Markham St., Little Rock, secre- 
tary. 


California Retail Hardware Assn. 
convention, Feb. 17-19, 1942, at the 
Western Merchandise Mart, San Fran- 
cisco, Calif. LeRoy Smith, 417 Market 
St., San Francisco, is manager. 


Housewares and Major Appliance 
Exhibit sponsored by the Housewares 
Manufacturers’ Association, Inc., 628 
Palmer House, Chicago, to be held at 
the Palmer House, beginning on or 
about Jan. 4. 


Illinois Retail Hardware  Assn., 
convention and exhibit, Feb. 17-19, at 
Peoria, Ill. Sessions and exhibit at 
Pere Marquette Hotel. C. C. Gilbert, 
1155 Merchandise Mart, Chicago, sec- 
retary. 


Indiana Retail Hardware Assn., con- 
vention and exhibit, Jan. 27-30, at In- 
dianapolis, Ind. Sessions and exhibit at 
Murat Temple. G. F. Sheely, 333 N. 
Pennsylvania St., Indianapolis, secre- 
tary. 


Intermountain Hardware and Im- 
plement ‘Dealers’ Assn., convention, 
Jan. 14-16, at Boise, Idaho. Frank L. 
Winzeler, Chamber of Commerce Bldg.. 
Boise, secretary. 


Coming Conventions 
and Events 


Corrected each issue 
according to latest data 


Iowa Retail Hardware Assn., conven- 
tion and exhibit, Feb. 10-13 at Des 
Moines. Sessions at Hotel Savery; ex- 
hibits at Coliseum. Philip R. Jacobson, 
Mason City, secretary. 


Kentucky Hardware and Implement 
Assn., convention and exhibit, Jan. 
13-15, at Louisville. Sessions and exhibit 
at Kentucky Hotel. J. M. Stone, Room 
315, Kentucky Hotel, Louisville, secre- 
tary. 


Michigan Retail Hardware Assn., 
convention and exhibit, Feb. 3-6 at De- 
troit. Sessions at Statler Hotel; exhibit 
at Convention Hall. H. A. Daschner, 
1112 Olds Tower Bldg., Lansing, secre- 
tary. 


Minnesota Retail Hardware Assn., 
convention and exhibit, Jan. 13-16, at 
Minneapolis. Sessions and exhibit at 
Auditorium. C. J. Christopher, Nicollet 
at 24th St., Minneapolis, secretary. 


Missouri Retail Hardware Assn., 
convention and exhibit, Feb. 24-26, at 
St. Louis. Sessions and exhibit Mu- 
nicipal Auditorium. Louis C. Kreh, 323- 
324 Wainwright Bldg., St. Louis, secre- 
tary. 


Mountain States Hardware and 
Implement Assn., convention, Jan. 12-14, 
Cosmopolitan Hotel, Denver, Colo. John 
T. Bartlett, 637 Pine St., Boulder, Colo., 
secretary. 


National Hardware Week, April 
16-25, 1942. 


Nebraska Retail Hardware Assn., 
convention and exhibit, Feb. 4-6, at 
Omaha. Place of sessions and exhibit 
not yet decided. Edward C. Herman- 
son, 325 Insurance Bldg., Lincoln, sec- 
retary. 


New England Hardware Dealers’ 
Assn., convention and exhibit, Feb. 
24-26, at Statler Hotel, Boston, Mass. 
Russell R. Mueller, 189 Dartmouth St.. 
Boston, secretary. 


New York State Retail Hardware 
Assn., convention and exhibit, Feb. 3-6, 
at Seneca Hotel, Rochester, N. Y. N. H. 
Kiley, 509 Hills Bldg., Syracuse, secre- 
tary. 


North Coast Hardware and Imple- 
ment Dealers’ Assn., convention, Jan. 
19, at the Multnomah Hotel, Portland, 
Ore. D. D. Stewart, American Bank 
Bldg., Seattle, Wash., secretary. 


North Dakota Retail Hardware 
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Co 
This t 
electri 
built-i 
easy | 
matic 
better 
circule 


( 





NO 


Exceeds strength specifications of U. S. Gov't. 
states, municipalities, industries, etc 5 other 


brands. Sold thru jobbers only 
“ 4 
yi) a Booklet of sash cord selling tips Write now 
Pp 








AKCADE 


HARDWARE & TOOLS 


we POWE 
~ TOOLS 


That Set The Pace Order No. 160-BC. Vaughan’s Improved CAN OPENER 


° v COMBINATION .. . BOTTLE OPENER .. . CORK 
in Value SCREW ... AND A NEW OPENER FOR ALL CANNED 
LIQUIDS! The only complete Can Opener Combination on 
Arcade power tools are real pace- | the market, at a popular price. Packed on individual display 
makers for quick turnover profits | cards. One dozen to the box. A fine seller. Send for prices. 


. the combination of high qual- P 
Vaughan's 


ity and popular price offers deal- 
ers remarkable sales opportunity. SAFETY ROLL JR 
s 


No. 170-W. The only can opener 
that cuts the top out of 
SQUARE, round, or oval cans 
and leaves a safety rolled edge. 




























| 





Nationally advertised Arcade tools are scien- 
tifically designed for accurate workmanship | 
and long service .. . craftsmen will appreciate | 
their better-than-average-quality work. 


Only a small portion of the line, which in- | 








cludes Bench Tools, Model Makers and 
Accessories, is illustrated here. | Best seller, More than fifty i 
ARCADE MFG. CO. lion sold. Individually packed 
1201 Shawnee St., Freeport, Ill. ptr oy 8 long ~~ Senge Two 
Order from your Jobber | . r now. 
Send for 


FREE CATALOG VAUGHAN NOVELTY MFG. CO. INC. 





3211-25 CARROLL AVE. CHICAGO, ILL. 








COUNTER DEMONSTRATION 
SELLS FOOD MILL 


With a Foley Food Mill on a glass dish and 
a box of Graham crackers, you can quickly 
demonstrate how the Food Mill mashes, 
rices, strains—or let your customer try it 
herself. Takes little counter space—is a 
good eye-catcher. The 
Food Mill saves kitch- 
en time the year round 
—is advertised to your 
customers. 









<n O8 A MiunD a 

\Q 

* Guaranteed by ” 

Good Housekeeping 
W OCFECTIVE Of 

Cas doveansa® wee 








Continental TINY TIM 
Supplies electricity for only Ic pr. hr. 


This battery charger and lighting outfit gives dependable 
electric service at amazingly low cost. Easy to carry with J) 
built-in handle. Easy to operate (push-button starting) — 
easy to own. It supplies controlled voltage, hes an suto- 
matic shut-off and @ throttle to control charging-rate of 
battery. There are many more new features. Send for new 
circular telling about the new Tiny Tim. 


Continental Motors Corp. 
MUSKEGON, MICHIGAN 











WRITE US direct for 
free display card, recipe 
folders, newspaper mats. 
The Foley Kitche: 
Utensils listed below are 
sold through jobbers 


FOLEY MFG. CO. 


4 Main St. N. E 
Minneapolis, Minn. 














HUNDREDS OF 
SATISFIED CUSTOMERS PROVE 
CONTINENTAL SUPERIORITY 


Tiny Tim generator is driven by the 














Continental Red Sea! Engine, ferow ‘e | ER ee aed ee 
oy ccsteodise toe, ne a By STRAINER 1.00 CHOPPER .59 
se wales scsc iron bag Cia atamaas GRINDER 1.00 FORK .25 
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}Rigia 


TROY—BEST 


File Handles 
etal 


PATENTED | . 


G P, 
(Patented), assures better workmanship 
and safety to user. A favorite for over 
40 years. 


TROY FILE WORKS 


Troy, Est. 1831. N. Y. 


















COOK’ ‘ 


NEW STREAMLINE 
SUPER VALUE 


NAIL CLIPPER 


New member of Gem (4 
Nail Clipper family. 
Hardened jaws, nail 
file, cleaner. Heavily 
nickeled. Doz. on colorful card 
at jobbers’. Send for details. 


THE H. C. COOK CO. 
27 Beaver St., Ansonia, Cona, 


STEEL BRICK HODS 


Have been used 
for years 
because of 
their strength 
and lightness. 


All steel 
Brick . x7” deep 
Prices Will Interest 
The Cleveland Wire Spring Co. 


E. 88th St. and Hamilton Ave. 
CLEVELAND,OHIO @ @® 














10c 
Cards 


25¢ 
Boxes 
or Bulk 





WOOD JOINERS 


THEY PULL—CLINCH—HOLD 


The outstanding fastener for aatine. repairing 
sereens, garden furniture, frames, ete. 


Ask Your Jobber 
SUPERIOR FASTENER CORPORATION 
5224 N. Clark St. Chicago, Ill. 








E-Z CORN POPPERS 


The original rotary Corn 
Poppers. They use less 









heat and do not burn the 
corn. Stove type or 
electric. 


Over A 
MILLION 
Have Been Sold 


Pistol bine steel, or bril- 
lant nickel finish. Ask 
your Jobber. 


0. $. Keene: Machine Co., - Elkhart, Ind. 











OXFORD TOOL COMPANY 
"Philadelphio, Pa. 






1633 N. and St. 
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Assn., convention and exhibit, Feb. 
24-26, at Fargo. Sessions at Hotel Gard- 
ner; exhibit at Auditorium. Miss Louise 
J. Thompson, 21 Clifford Bldg., Grand 
Forks, secretary. 


Ohio Hardware Assn., convention 
and exhibit, Feb. 17-20, at Columbus. 
Sessions at the Deshler-Wallick Hotel; 
exhibit at the Auditorium. John B. 
Conklin, 175 S. High St., Columbus, 


secretary. 


Oklahoma Hardware and Implement 
Assn., convention and exhibit, Feb. 3-5, 
at Oklahoma City. Sessions and ex- 
hibit at Municipal Auditorium. Charles 
F. Nelson, 411 Key Bldg., Oklahoma 


City, secretary. 


Pacific Northwest Hardware and 
Implement Assn., convention and ex- 
hibit, Nov. 17-18, at the Desert Hotel, 
Spokane, Wash. J. B. Channing, 508 
Radio Central Bldg., Spokane, secre- 
tary. 


Panhandle Hardware & Imp. Assn., 
annual convention and exhibit, Jan. 
25-26, 1942, at Amarillo, Tex. Sessions 
and exhibit at Herring Hotel. C. L. 
Thompson, Canyon, Tex., is manager. 


Pennsylvania and Atlantic Sea- 
board Hardware Assn., convention and 
exhibit, Feb. 10-13, at Baltimore, Md. 
Sessions and exhibit at Lord Baltimore 
Hotel. W. Glenn Pearce, 400 N. Broad 
St., Philadelphia, Pa., secretary. 


South Dakota Retail Hardware As- 
sociation, convention and exhibit, Jan. 
27-29 in Sioux Falls. Sessions and ex- 
hibit at Coliseum. Earl Erlandson, 
Cottonwood, manager-treasurer. 

Southern California Retail Hard- 
ware Assn. convention and exhibit, Feb. 
23-25 at Long Beach, Calif. Sessions 
and exhibit at Municipal Auditorium. 


J. V. Guilfoyle, 509 Rives Strong Bldg., 
Los Angeles, secretary. 


Southern Hardware Jobbers’ As- 
sociation, meeting jointly with the 
American Hardware Manufacturers’ As- 
sociation, April 20-23, at the Ho- 
tel Roosevelt, New Orleans, La. T. W. 
McAllister, 1020 Grant Bldg., Atlanta, 
Ga., is secretary of the jobbers’ asso- 
ciation, and Charles F. Rockwell, 342 
Madison Ave., New York City, is secre- 
tary of the manufacturers’ association. 


Tennessee Retail Hardware Assn., 
convention, Feb. 10-11, at the Andrew 
Jackson Hotel, Nashville. Morris Jones, 
P. O. Box 784, Nashville, secretary. 


Texas Hardware and Implement 
Assn., convention and exhibit, Jan. 20- 
22 at San Antonio, Sessions and ex- 
hibit at Municipal Auditorium. J. D. 
Martin, Jr., P. O. Box 1193, Bryan, 


secretary. 


Virginia Retail Hardware Assn., 
convention, Feb. 24-25 at Richmond. 
Sessions at the John Marshall Hotel. 
G. T. Omohundro, Jr., Scottsville, sec- 
retary. 

Western Retail Implement & Hard- 
ware Assn., convention and _ exhibit, 
Jan. 20-22, at Kansas City. Sessions and 
exhibit at Municipal Auditorium. Frank 
H. Spink, 322 Scarritt Bldg., Kansas 
City, secretary. 


West Virginia Retail Hardware 
Assn., convention at Clarksburg, some 
time in February. Sessions at Waldo 
Hotel. H. B. Clower, Oak Hill, sec 


retary. 


Wisconsin Retail Hardware Assn., 
convention and exhibit, Feb. 3-6, at 
Milwaukee. Sessions and exhibit at 
Auditorium. H. A. Lewis, Stevens Point, 
executive secretary. 





Lamp. Bulbs 
Displayed 
at Front of Store 


OOD use is made of this lamp 

bulb table in the hardware 
store of Baker & Son, Danville, Ind., 
which presents mass displays of the 
most popular selling sizes. 

The table is located at the front 
of the store and faces the entrance. 
A flashing display piece above the 
table gets attention to the display 
and reminds persons not to forget 
light bulbs. Surplus stock of the 
items shown on top as well as the 
slower moving lamps are carried on 


a shelf below. 


Mass showing of light bulbs on 
this table was responsible for 
many extra sales. 
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assures Customer 
satisfaction and 
brings you 
greater profits. 
Write for Catalog 


Brown & Sharpe 
Mfg. Co. 


Providence, R. |. 
U. S. A. 


BROWN & SHARPE 


a Le od a 














ALWAYSIN £550) j25 
DEMAND J 


Stock Moore Push-Pins and 


Push-less Hangers for ey 
more sales and faster 
profits. Your jobber 

can supply you. 


MOOR PUSH-PIN COMPANY e Since 1900 
113-25 BERKLEY ST., PHILADELPHIA, PA. 































YOU'LL LIKE 
THE BISMARCK 


It's not an overcrowded convention hotel 
. it’s not a salesman’s showroom. . 
it's just a congenial, convenient place to 


# 

stay in Chicago and meet your friends 
undisturbed. You'll like the good 
food in the Walnut Room and the 
five other delightful dining rooms. 

Then, too, the Bismarck is so handy 

to everything in the loop. 

E OTTO K. EITEL, MNG. DIR. 


B SMA RCK HOTEL 








RANDOLPH at LASALLE 











Wanta Good Position? 


The quickest and surest way of securing a 
good position is through the Classified Oppor- 
tunities Department of Hardware Age. 


Hardware Age will put you in touch with 
Hardware concerns who want help and look 
for it in the Trade-paper that reaches the 
greatest number of readers. 


Send your copy with remittance to 


HARDWARE AGE 


Classified Oportunities Dept. 
100 East 42nd St.. New York City 
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Start at the Top... 


. for business success. Display, pro- 
mote your best products first. People 
have money to spend. Average factory 
wage up nearly 30% since 1939 ($24 to 
$3!) and more people employed. Sell 
quality—They Want It. 


SUPER WHIRL BLUE WHIRL 


—The Die Cast Beater. No —Ball Bearing Beater. A 
better beater at any $1.00 fast seller with full 
price. Die cast frame and ball bearing gears, stain- 
gears. Stainless _ steel less steel beating unit, 
beating unit. Individually colored moulded plastic 
packaged. Retails $1.50. handles. 


THE TURNER & SEYMOUR MFG. CO. 


Makers of Famous Blue Line Kitchen Tools. 
Order today from your Distributor or Direct. 


492 LAWTON ST. TS TORRINGTON, CONN. 








A "SAFE BUY?” for 
ak, Your Holiday 


STOCK 


low as $1.75 


No. 304—,sa:vie s No, 49 Woodcraft Knife, with 4% inch blade and leather ben@e. 
Leather sheath. Waterproof Match Box and Coat Compass. Retails complete for $4. 
No. ame as Outing Set No, 304, but has Marble's Wooderaft Knife No. 50 
with real staghorn handle. Retails complete for $5. 

Fine for Holiday stock, yet year ‘round oattere. Write for yoo 


MARBLE ARMS & MFG. CO., csiiilii'Y’ 8. 








‘SELL A QUALITY LINE OF 
MAIL BOXES and DUST PANS 


THE TUDOR MAILTAINER 


It will pay you in customer goodwill and profits to feature a qualéty 
mail box for the better class trade; a mail box that is a real orna- 
ment to any home, For example, The Tudor Mailtainer—Handsome, 
durable, rust-resisting. Front opening equipped with Dual-lock. 
Five finishes. e 





“POLLYANNA" AND POLLY PRIM DUST PANS 


Have quality features that customers like:—inserted real rubber 
edge, hooded cornstruction, variety of lively colors and patterns to 
match modern kitchens. Long or short handled 


Sales-making Display Stand FREE with Mail 
Box-Dust Pan assortment. 


waeteese—oe These Popular-Priced 
Items Into Your 1942 Catalog 


CATALOG FREE 


PATENT NOVELTY COMPANY 2X 
305 Eighth Avenue Fulton, Illinois 






















Classithied Opporvlumilien. Section... 





Use this section to reach Hardware Manufacturers. Manufacturers’ 
Agents. Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





|  Chansified Adwentining Rater | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words..... -. &4. 
All capitals, maximum, 50 words.... 5.00 
Each additional word......... .08 


Positions Wanted 
pede set solid, maximum, 








DISCOUNTS FOR CONSECUTIVE INSERTIONS 
4 . 5% off; 8 insertions, 10% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted Advertise- 
ments. 
—-e-— 
REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 





Sampies of Merchandise, Literature, 
Catalogs, ete., will not be forwarded te 
bex number advertisers unless accom- 
panied by sufficient postage for i) 
me 

















HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


—@e-— 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York City 














| = Positions Wanted | 


| —- Positions Wanted 


| 
| '[_ Business Opportunities | 








HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street. 
New York City 





MAN WITH 25 YEARS’ EXPERIENCE AS 
purchasing agent in hardware mill mine, radio, 
electrical and general merchandise, now seeking 
new connection. Married with family. Will con- 
sider reasonable starting salary. What have you 
to offer? Address Box E-509, care of Harpware 
Ace, 100 E. 42nd St., N. Y. City. 





HARDWARE SALESMAN, WITH ESTAB- 
LISHED HARDWARE jjobber, dealers, and 
supply clientele desires to represent a reputable 
company in Western Pennsylvania, West Vir- 
ginia, and Ohio. Fifteen years road experience, 
college graduate, forty-five years of age. Un- 
questionable references. Salary or drawing ac- 
count preferred but would consider straight com- 
mission. Address Box E-502, care of Harpwarr 
Ace, 100 E. 42nd St., N. Y. City. 


HARDWARE MAN, 20 YEARS 
UTIVE EXPERIENCE in builders’ hardware 
and tools desires~ position in factory, wholesale 
or retail. Able to shoulder big responsibilities. 
Fluent English, French, German. Initial salary 
secondary consideration. Wants to prove first his 
capabilities. Single, will go anywhere in U.S.A. 


EXEC- 


Address—Richard T. Metzger, 118 E. 93rd St., 
N. Y. City. 
SOMEWHERE IN THIS GREAT HARD. 


WARE business there must be room for a young 
man, age 31, with a good knowledge of hardware, 
plumbing, electrical supplies, etc. Have executive 
ability; can keep books if necessary. Have 13 
years experience. Address Box E-517, care of 
Harpware Ace, 100 E. 42nd Street, N. Y. City. 





BUYER SALES MANAGER—LOTS OF ex- 
perience in hardware Full of pep. ‘Tell me all 
about it. Wish, to get with concern in good shape 
financially so as to have no handicap. Address 
Box E-516, care of Harpware Ace, 100 E. 42nd 
St.. N. Y¥. City. 


STORE OR DEPARTMENT MANAGER, 
EXPERIENCED operator, thorough knowlede 


of estimating, buying, and merchandising methods 





adapted to present day conditions. Technically 
trained in hardware, mill supp'ties, power tools, 
electrical, plumbing, heating and building ma 
terials lines. Age 38. Locate anvwhere suitable 
proposition open. Address Box E-515, care of 


Harpware Ace, 100 FE, 42nd St.. N. Y. City 


. 
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SALES EXECUTIVE—SALES AND AD. 
VERTISING manager past ten years for B-1 
builders’ hardware manufacturer desires new 
connection. Have also purchased principal ma 
terials. Have had road sales experience and have 
trained salesmen in the field. Age 43, married, 
college man, Scotch-American. Prefer building 
supplies, farm equipment, sporting goods. Ad- 
dress Box E-514, care of Harpware Ace, 100 E. 
42nd St., N. Y. City. 

MANUFACTURER'S REPRESENTATIVE 
DESIRES A LINE for the hardware trade in 
metropolitan New York and northern New Jersey. 
Have a fine following with jobbers, chains and 
major dealers, excellent record, 18 years’ expeti- 
ence, references. Address Box E-494, care of 
Harpware AGe, 100 E. 42nd St., N. Y. City. 








BUYER — SALES A SELF STARTER 
with the background "you need is available. For 
many years bought spring goods, paint, shovels, 
sporting goods, fishing tackle, etc., leading East- 
ern jobber. Own agency business. several years. 
Now employed large tool manufacturer as Man- 
ager New York Sales Office. Also covered mill 
suppliers and best hardware jobbers Middle 
West and East. References the finest. Have 
permission present employer to look around be- 
cause of priority situation. Interested both job- 
ler ard manufacturer. Address Box E-519, 
care of Harpware AGE, 100 E. 42nd 
New York City. 


\Salea Representatives Wanted | 


HELP WANTED—WANTED SALESMEN 
ALL territories to sell complete well-known line 
paints and varnishes, carry as side line only. 
Wonderful opportunity for those having contacts 
with hardware, paint dealers and jobbers. Liberal 
commission. Address—Payson Paint & V arnish 
Corp., 804 East 141st Street, New York, ¥. 


SALESMEN WANTED--SIDELINE SALES- 
MEN MAKE good money with complete line of 
hacksaws, with outstanding patented features. 
More than average commission and opportunity 
for steady, growing business. Proven a fast-sell 
ing line for dealers everywhere. State territory, 
lines handled and refererces in first letter. Ad- 
Rapid Manufacturing Company, Box 488, 
California. 




















dress 
Glendale, 


WANTS 


RELIABLE CORPORATION 
SALESMAN SELL hardware, department, 
furniture stores, jobbers. Small, light case. 
Positively world’s finest line. Call on only best 


Street, 





accounts. Full time or sideline salesman wanted. 
If you want good profitable line which readily | 
repeats, write—Dutchmaster Corp., 5211, Produce 


Exchange Bldg., Minneapolis, Minn. 





ATTENTION HARDWARE 
JOBBERS! 


Would you like to have a branch in 
New York City? Owner of controlling 
interest will sell his holdings in a live 
wire house doing a domestic and export 
wholesale business; complete organiza- 
tion very profitably operated for many 
years; well known in the trade from 
coast to coast; entire capitalization 
about one quarter of a million dollars. 
Full purchase can be had. Very large 
staple stock on hand. It is worth pur- 
chasing this business for its merchan- 
dise on hand. Full information given 
only to responsible company who means 
business and will hold information 
strictly confidential. Write fully to 


Box E-518, c/o HARDWARE AGE 


100 East 42nd Street 
NEW YORK CITY 














FOR SALE HARDWARE AND PLUMB- 
ING establishment in progressive industrial city 
of 2,500 in Central Pa. Business more than 50 
years old. Must sell due to ill health. Address Box 
E-504, care of Harpware Ace, 100 E. 42nd St., 
New York City. 


FOR SALE—500 BASKET GRATES 17 inch 
to 24 inch 4%¢ per pound for lot, f.o.b. Pitts- 
burgh, Penna. Also 10 dozen Win-dor Casement 
Adjusters, brass, cadmium, and brass plated. If 
interested write to Center Builders’ Supply & 
Lumber Co., 2237-39 Center Avenue, Pittsburgh, 
Pa. 


FOR SALE AT INVENTORY well estab- 
lished profitable modern hardware electric appli- 








ance and household furnishing store located in 
North central Arizona. Address Box E-513, care 


of Harpware AGe, 100 E. 42nd St., N. Y. City. 











| Accounts Wanted } 











Manufacturers’ Representative with 
Wide Experience in Hardware, 
financially able to sed up district selling offices in 
phan ap omy and Philadelphia and carry warehouse 

ock in either or both places, particularly interested 

fn selling heavy hardware, mil] supplies and kindred 

lines to jobbers and large retailers; am prepared 
to build a real sales organization. 

Address Box E-495, 

100 E. 42nd Street. New York Ci 











HARDWARE AGE 


care of HARDWARE AGE, () 
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This Book 
in 3 Ways! 


®*Increase Your 
Present Sales 


°* Win confidence of 


your customers 


a ee oe | 


a 
- 
° 
7 


ee ee ee ee ee 


° Build replacement 


and “follow-up” 


sales 


Lmao 


If your builders’ hardware department is not one of the most 
profitable in your store—if your initial sale to a customer does 
not bring later replacement and “follow-up” sales—then this 
book is the answer to your problems. It is the practical kind of 
answer which will mean increased business and profits for YOU. 


Nowhere else can you get this wealth of authoritative informa- 
tion on all phases of properly specifying, selling and installing 
builders’ hardware at a profit. Written by an expert with more 
than 30 years experience in buying, selling and manufacturing 
this basic hardware line, this book shows you how to quickly 
and easily set up a builders’ hardware department capable of 
servicing all the needs of your community, from the modest aver- 
age home to schools, churches, hotels, office buildings, apartments 
and airports. 


You’ll find complete instructions on how to read blue prints and 
specify jobs; how to work with property owners, contractors and 
architects; and how to turn builders’ hardware purchasers into 
steady customers for all other hardware needs. 


Whether you are an experienced hardware man or a beginning 
clerk, you will find this book crammed full of helpful information 
and ideas for increasing sales. Order our copy NOW! 


sme IS 


maAtTL 


HARDWARE AGE 
100 East 42nd St., New York, N. Y. 


Please send me 


Will Help You 





A ‘few of the book’s features 
which will mean more dollars 
for YOU! 


Suggestions on making bids that will bring you 
more sales and sounder profits. 


How to bring prospects into your store. 

How to cash in on replacement and follow-up 
items. 

Specific information on equipping public 
buildings. 


Nine comparative charts which show you how to 
match different items of all leading manufac- 
turers. 


A working blue print, size 25 x 11/2. inches, with 
which to work throughout the course, and a 
glossary of over 300 technical builders’ hardware 
terms. 


Over 600 illustrations, charts and diagrams. 


220 pages—size 81/, x 111/,—cloth bound to with- 
stand hard usage. 


TODAY 


11-13 


.. copies of “TAKING THE MYSTERY OUT OF BUILDERS’ HARDWARE” by Adon H. 


Brownell. I will pay the postman $3 each, plus a few cents postage. (Canada and Foreign Countries $3.50.) 


NAME . FIRM 


ADDRESS . CITY 


STATE 


(] Check here if you enclose payment, in which case we pay postage. 


NOVEMBER 13, 1941 
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..plus year-in, year-out national 
advertising ... produce quicker 
turnover and higher profits. 
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Write for 
descriptive 
sheets 
on these 
opitiog 
isplay 
boards 








WET... DRY 


Pre-Waterproofed and Pre-Lubricated 





by Exclusive Methods 


Makes Columbian Rope 
more flexible 


COLUMBIAN wm 







ROPE 





Look for the 
RED, WHITE 
AND BLUE 
MARKER 
when you buy 
rope — your 


customers do 











Gene" DOMES 2 SILENCE 


SLIDE S| 


Ask your Jobber 
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Acme Steel Co. 89 | 
—- Agricultural Chemical 

oO. * 

American Cabinet ‘Hdwe. Corp. 98 
American Chain & Cable Co., 

Inc. . 22 
American. Chain Div. . 22 
American Pad & Textile Co. a 
American Steel & Wire Co. , 5 
American Turpentine Farmers As- 

sociation, Cooperative 16 
Ames Baldwin Wyoming Co..' 70 
Animal Trap Co. of America 84 
Apex Oil Prods. Co. _ = 
Arcade Mfg. Co. 103 
Armstrong <e . Co.. 100 
Atkins & Co., E. C. 51 

8 
Bassick Co., The 78 
Behr-Manning Corp. 9 
Bethlehem Steel Co. 10 
Boston Varnish Co. 45 
Briggs & Stratton Corp. 62 
Brooks & Sons, M. S. % 
Brown & Sharpe 105 
Cc 
Carlson & Co., —s 87 
monet mn Rey Steet Corp. 15 
Cheney Hammer Corp., Henry 64 
Chicago Roller Skate Co. . 101 
Chicago Wheel & Mfg. Co. 86 
Cleveland Wire Spring Co., The.. 104 
Coburn Trolley Track.. 102 
Columbia Steel Co. 15 
Columbian Rope Co. 108 
Columbian Vise & Mfg. Co.. 5 
Continental Motors Corp. 103 
Cook Co., H. C., The 104 
Crescent Tool Co. é 
Cross, W. W. 109 
Cyclone Fence Co. 7 
D 
Deniston Co. . 84 
Diamond Calk Horshoe Co. bi] 
Dietz & Co., R. E. SS 
| Disston & Sons, Inc., Henry...... 20 
| Domes of Silence, Inc. . 108 
E 
Edlund Co. . 92 | 
Elastic Tip Co., The . 109 
Embury Mfg. Co. | 
Enterprise Mfg. Co. | 
F 
Florence Stove Co. 17 | 
Foley Mfg. Co. 103 | 
Franklin Glue Co. 109 
French & Hecht, Inc. 101 | 
SG 
Gibson Good Tools, Inc... 102 | 
Goodyear Tire & Rubber Co....!/, = 2 | 
Greenfield Tap & Die Cum. 
Griffin Mfg. Co. nt 
H 
Heller & Co., W. C....... 9 
Hoppe, Inc., Frank A.. 93 
Hotel Bellevue-Stratford.. 93 
Hotel Bismarck énhe 105 
Huenefeld Co. 2 
| 
Ideal Cabinet Co. 94 
Imperial Bit & Snap Co.......... 93 
Independent Lock Co. ........... 54 | 
Indiana Steel & Wire Co.. 88 | 
J 
Jennings Mfg. Co., The Russell. 10! 
« 
Keene Machine Co., O. S. 104 
Kester Solder Co. 65 
Keystone Steel & Wire Co. bi) 








L 
Lincoln Engineering Co. , 85 
Lockwood Hdwe. Mfg. ea... & 
Lufkin Rule Co., The .......... 83 
M 
McGraw Electric Co.... , 25 
McKinney Mfg. Co. .... eid 85 
Magor Car Corp. . dean. ae 
Marble Arms Mfg. Co.. dees ae 
UE, GIN iin cc ccscwccicce 49 
Masters Planter Co. ............. 7 
Metal Textile Corp. .............. 9 
Miller, Inc., Robert E............ 108 
Moore Push-Pin Co. ............. 105 
Murray Ohio Mfg. Co. ... .. 109 
Myers & Bro. Co., The F. ae 
N 
National Cash Register Co... 79 
National Mfg. Co. eed . 8 
North & Judd Mfg. Ce... 8! 
° 
Oxford Tool Co. .... a 
Pp 
Paine Company, The ....... . 100 
Parker, McCrory Mfg. Co. . 101 
Patent Novelty Co. ...... . 106 
Porter, fnc., H. K. ....... . w 
Power King Tool Co. .... . 6 
Premax Prods. .......... . & 
Progressive Mfg. Co. ... . 2 
| Puritan Cordage Mills =<. 


| Railway Express (Air Express Div.) 90 
| Raybestos-Manhattan, Inc. (Indus- 


trial Sales Div.) pe aaa 91 
Remington Arms Co., Inc. . 43 
Rochester Sales Balance Co. 102 
Ryerson & Son, Inc., Jos. T.. 7 

s 
Sand's Level & Tool Co. ........ 109 
Sandvik Saw & Tool Co. ......... 108 
Schatz Mfg. Co. bg ctpees eae 
Sheffield Bronze Powder & Sten- 
cil Co. AE POS AL 109 
| Smith, Inc. eer Gi... 
| Smith & Son, Inc., Seymour ...... 68 
Stanley Works ‘ead imicesawes ; 5 
Starrett Co., The L. S. fon 88 
Superior Fastener Corp. . 104 
T 
Taylor Instrument Companies 57 
| Tennessee Corp. . wea 93 
Triplex Screw Co., Se cecnseaaee Jae 
Troy File Works cake heusabes 104 
Turner & Seymour Mfg. ‘Co. 105 
U 
Union Hardware Co. : 69 
a eee 109 
| U. S. Steel Corp. eS 15 
v 


Vaughan Novelty Mfg. Co., Inc.. = 


Vichek Tool Co., The 


w 

Western Retail Implement & 
Hdwe. Ass'n 
Westinghouse Electric & Mfg. Co. 2 
Wickwire Bros., Inc. 
| Winchester Repeating Arms Co.. 3 


Y 
Yale & Towne Mfg. Co., The... .3, 108 
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World’s Standard for Half a Century 


SAND’S 


SAND'S-STEVENS 


SURFACE AND LINE 
SAND’S LEVEL & TOOL CO. 


TELL THE TRUTH 


CARPENTERS WOOD 
LEVELS AND ALUMINUM 
TILE SETTERS’ WOOD 


AND ALUMINUM 
8631 Gratiot Ave. Detroit, Mich. sential 





“FACTORY 
BUILT-IN ACCURACY” 





: J WRITE 
DiL—_¥ FOR CATALOG 














MERCURY 
BICYCLES 


The de luxe line priced 
for the volume market 


THE MURRAY OHIO MFG. CO. 


CLEVELAND, OHIO 

















PURE PURE OIL cocors COLORS 


All triple ground in 
pure linseed oil. 30 
standard colors. In 3 
sizes of lithographed 
tubes, also cans. 
Beautiful Metal Dis- 
play Cabinet FREE. 
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P Other Fast Sellers 








« 
7 @ Write Pe. catalogand prices 


SHEFFIELD BRONZE POWDER & STENCIL CO. 


CLEVELAND, OHIO 














Glued FOR KEEPS! 


Then sit right down and write for a GREAT BIG 
FREE SAMPLE CAN of the grandest glue you ever saw! Your troubles 
will be over—and you'll be red-hot enthusiastic to stock 
and sell this genuine hide glue in liquid form—always 
ready for instant use and the finest wood glue the world ¢ 
has ever known. 







Just say, "Send free sample—and Introductory Offer." 
THE FRANKLIN GLUE CO. Dept. D Columbus, Ohio 


FRANKLIN 





Siquid HIDE GLUE 


Automatic Profits in 
SCREWDRIVERS 
—S 


HOLD-E-ZE 


Hold-E-Zees hold, start and 
set up screws in unhandy 
7 They have everything 
- plus the patented, exclu- 
sive Gripper that doubles the 
value of an already high 
quality screwdriver — sales 
and profits are automatic! 
CHECK THESE FEATURES 
Chrome vanadium blade, tem- 
pered entire length; — 
models have transparent, in- 
sulating unbreakable handles, 
Order through your jobber 


UPSON BROTHERS Inc. 


PATENTED 84 EXCHANGE ST., ROCHESTER, N.Y 











MOLDED RUBBER GOODS sescixtres 


Plain and Mushroom Bumpers — Suction Rubbers 


Rubber Head Nails Toilet Seat Bumpers 
Chair Tips Crutch Tips 


THE ELASTIC TIP CO. 


SEND FOR CATALOG WEYA'R. 499: 3. 88 (mAs 
OF COMPLETE LINE BOSTON, MASS. 











De you realize that no one factor will draw people to your store 
like attractive window displays of seasonable merchandise? 


Hardware Age is continually reproducing such window displaye— 
its representatives are always on the lookout for new ideas. 


HARDWARE AGE, 





Good Window Displays « « « 


100 East 42nd Street. 


And many dealers who require their own copy of Hardware Age 
a it highly profitable to subscribe to extra copies for their sales 

force. 

The cost, $1.00 per year. is returned over and over in better 
windows and increased trade. 


New York City 





NOVEMBER 13, 1941 











When you’re looking for a product— 
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HROUGH twenty years of use —the last 
ten in the form of this special annual issue 


—this Merchandise Directory service of 
HARDWARE AGE has become a firmly estab- 
lished institution. 


Buyers, accustomed to its convenience, re- 
fer to it first when merchandise questions 
arise. It supplies them not only with the 
names of manufacturers of products sold in 
this field but in many cases the catalog infor- 
mation on the line or item they are seeking. 


The current issue, a 748 page book, brings 
you the ad-catalogs of 564 manufacturers 








the answer to 


“Who Makes It?” 


also, generally, the 

eatalog data on the 

product itself will 
be found in the 


Merchandise 


Directory 


Number 
of 


HARDWARE AGE 


comprising 365 pages of merchandise descrip- 
tion and illustration—in effect a combined 
catalog of the outstanding manufacturers 
whose products are sold in this field. This 
catalog data is made instantly available to you 
by the Green Index, the first index in the 
book. You will find it a great time-saving 
practice to turn to the Green Index first. 


The thorough service of the Merchandise 
Directory Number — which in its more than 
26,000 copies practically saturates the hard- 
ware trade both wholesale and retail — has 
made it the Standard Reference Book of the 
Hardware Field. 


To get the greatest usefulness from 


your ‘‘Who Makes It?’’— refer to the Green Index first 
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You’ve seen it happen many times. The coach beckons, No. 31 leaps to his 
feet and hiballs for the huddle. The referee checks the substitution. No. 31 
calls for the critical play . . . and takes ’er over for a touchdown. 

Now let’s get this straight. In football, there’s a vast difference between 
an ordinary substitute and a strategic substitution. The former is usually 
an all-season bench warmer praying for a chance to do his stuff. 

But not a substitution. He’s the guy who has been held back; coached, 
primed, trained for a special play, and sent in when he’s needed most. 

Westinghouse substitutions, now taking the place of certain critical ma- 
terials needed for Defense, are like that. They’re good! Some are actually 
better than the materials formerly used. On our production lines these special 
emergency materials are scoring production touchdowns. They deserve cheers 
and they’re getting them. 

As far as Westinghouse substitutions are concerned you can depend 
they’ll do a job you'll be proud of. 

They maintain Westinghouse quality. 


BY WAY OF ILLUSTRATION ... HERE ARE A FEW YOU’LL LIKE TO KNOW ABOUT 


REFRIGERATORS, Evaporator Door RANGES. Original Unit Pan was nickel ROASTERS. Bombers need Aluminum, so we 
-Formerly polished Aluminum. NOW chrome steel. NOW it’s chrome steel. Since changed our lid to brass—which required both 


porcelain enamel with ornamental fac- nickel is a softening agent making the nickel plating and chrome plating. Next we found 


ing. It’s heavier, good looking (some metal easy to form, its omission requires that brass was wanted for armor plate. So again 
an extra and costly operation; two pieces our Lab was called on. This time they came up with 
of stainless steel welded together. But the the present lid of polished chrome steel. It’s just as 
strong . . . retains a high luster longer and it’s easier 


people even think it’s better looking) 
and it is more expensive. But West- 
inghouse isn’t pinching pennies when new Pan is just as easy to clean and will 


it comes to maintaining quality control. last just as long. to clean. But again it costs us more money. 


DEFENSE COMES FIRST... AND WE'RE CO-OPERATING . . . NEVERTHELESS 
WESTINGHOUSE CONTINUES TO MAKE QUALITY ELECTRIC HOME APPLIANCES 


Westinghouse 
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ust as 


easier 





